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CHAPTER I 
Objectives and the Need for Customer. Relations Training 
Ever since Ivy Lee conceived the idea-of having 
John D. Rockefeller, Sr. give away dimes to children i.n 
the streets to improve his public image, the field of 
public relations has become more and more specialized. 1 
Our society is no longer content to have general practitioners. 
Instead of majoring in the field of business administration, 
the college student of today seems more likely to study t;:he 
area of b~siness administra~ion and specialized in person?el 
'management. As we build our society of specialists, the 
student of public relations finds out sooner or later that. 
he too must join the trend or be lost in the rush. Many 
personar friends confided to me, soon after graduation, that 
they had been turned down for jobs because the prospective 
.employer wanted them to he highly specialized in a 
particular area, su~h .as sales promotion. 
Banks seem to take a more general approach· to public 
relations. 2 The public relations man who works for a bank 
will find himself constantly dealing with a wide variety of 
publics.3 These will range from customers, through 
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employees, and into the community at large. This study 
was made to examine the relationship between the customers 
and employees of twelve Boston banks. The purpose was to 
determine what training was being given these employees 
that would enhance the bankrs customer relations. In 1937, 
Ray Ilg, who was then an officer of the National Shawmut 
Bank, pioneered in the field of public relations for banks. 4 
Ilg had been-with a local insurance firm for several years 
prior to his position with the Shawmut, and he had learned 
how to sell the idea of insurance well. He reasoned that 
banking, like insurance, could only sell potential customers 
on their services through the image of the company. Any 
bank or insurance company offers the same services at 
relatively the same costs that its competitors do. 5 Since 
there is no basic difference in products-:-in this case 
services--other types of appeals had to be found to attract 
the potential customer. 
Although I consider Ilg to be the father of banking 
public .relations in Boston, I do not consider that he was 
exceptionally successful in his endeavors. He was hindered 
by banking traditions, some of which still hang like a black 
cloud over financial institutions in .the Hub. 'The most 
important contribution Ilg made was to open the. door- of .. 
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institutional imagery to Boston banks. 6 Since th~:t ti~e2 
the bankers have rallied round this concept and have 
seriously endeavored to sell their banks through their 
4 
em~loyees, facilities and goo~ services. It is my 
conclusion that the bank employee holds the key to success 
in projecting a favorable image for his company. Tf this is 
true, the banks must devise a method of training their 
employees to project the image they wish potential and 
, regular ~ustomers to have of their institution. 
This.specialized area has been labeled by bankers as 
customer-relations training. 7 The study was· ~ndertaken to 
ascerta~n whether or not this need was being filled in 
Boston ban~ing, and if so, that means were being·used to. 
achieve the desired results of better customer relations. 
This report contains the results of an interview survey and 
is characterized by the following points: 1. A sample drawn 
from the twelve largest of the four major types of banks in 
Boston--co-operative, national, savings banks and trust 
compan~es. 2. Data was obtained through personal interviews 
with bank officers charged with the training responsibility 
in this area. 3. Coded data accompanied by a representative 
statement of one or more of the interviewees, and the author's 
interpretation of the findings and their ramifications. · 
• ' I 
I ' y 
e 
I 
~ 
.. , 
~: 
~ 
!!!" . 
F 
.., 
~­\ . 
-
~,· 
' 
5 
4. Special emphasis was placed in four major areas: a. 
The bank's concept of what customer relations means. b. 
General data material on the bank's size and areas of 
service. c. Formal vs. informal training within the bank. 
d. Personal data on the interviewee who.must design and 
execute these programs. In addition, a brief summary was 
compiled of external training facilities in customer 
relations that bank employees may avail themselves of here 
in Boston or in other parts of the country. 5. After viewing 
the programs in this area, I designed a customer relations 
program for new business personnel in Boston banks. This is 
intended to show what I believe the pertinent elements of 
customer relations are and to give one example of how they 
might better be communicated to employees engaged in this 
operation. 
It was felt that the quantity and quality of training 
done in Boston banks depended greatly upon the size of. the 
. . t. 8 l.nStl.tU l.On. Since there is great variation in the size of 
the banks under investigation, it was thought there would be 
a similar variation in their training programs: e.g., the 
FirstNational Bank of Boston has tot.al assets of $1,782,658,567, 
while the Volunteer Co-operative Bank has assets of $23,868,649~ 
. . ' 
If this assumption were true, it would mean the.smaller bank 
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6 
would have to find some method to overcome the problem; for 
customer relations is just as important to them as it is to 
the larger bank, even though they both may not be seeking to 
influence the exact same segment of the potential customer 
population in this area. 
The author believed that most of the training done 
in these banks was under the auspices of the: per.sonnel 
departments.9 It seemed logical to believe that customer 
relations was he~vily endowed with bank policy which 
eminated from a central source. If this was true, it seemed 
to follow that a central training area of the bank should ·be 
charged with the responsibility of training the employees 
in this area. Furthermore, the personnel department had 
been initially responsible for putting the employee on the 
payroll. At that time, some sort of judgment had to be made 
about person?-lity and ability traits which might influence 
·customers. Viewing this rationale prior to the survey, it 
seemed logical to assume that the persom1el department would 
have to take an active part during some phase of this training. 
Another assumption was that the banker in charge of 
public relations would probably get into any program in 
' 
customer relations. Since his duty is to project the 
desired image of the bank to its publics, why shouldn't he 
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7 
have a hand in the preparation of employees for handling this 
job? The trainer himself was of great concern to me. There 
are many advantages to having several years of banking 
experience, but these years can also produce drawbacks such 
as preconceived notions of new methods and materials used 
f . . 1 10 or tralnlng emp oyees. If th~ older employees did the 
training, they might not have the benefit of a college 
education. This might prove detrimen'tal in the training of 
younger men and women just coming from the Ivy-covered· 
towers in the local area. Traditionally, banks have not 
been forced to hire a great many college graduates due to 
'the fact that much of the work can be carried out by young-
women directly from high schoo1. 11 But increased 
specialization has forced the banks to hire more and more 
college men to fill positions that require them ·to meet :the 
publics face to face. Today, with banks actively recruiting 
in colleges for employees., any conflicts in this area must 
. 12 
be resolved. · 
O_f course, all employees do not meet the customers 
of the bank. In ,fact, the majority of bank employees will 
never have to do business with a .customer, if they work in 
a sizeable institution. 13 But, should this fact negate any 
customer relations training for them? Many an individual has 
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Regardless of t-Jhethel: o-• not the e:nploye.e is in a business 
situation, he Hill be in contect ·oith people who 'l:vill knmq 
where he works and fo~ a per~onal ·opinion by what he says 
and does. This may or may not result in the loss of a 
customer, but nevertheless the implications here should 
not be ignored • 
What of the role .of women in banking--do they fit 
into the customer relations concept any more or less than-
the men do? I did not expect to run into any women holding 
down posit'ions of authority in the banking field; and even 
then, there might be some conflicts with the male officers. 
This could be due to the fact that banks tend to be more 
conservative, perhaps, than other types of business. If 
they are more conservative by nature, it might be that the 
employees also have a basicly conservative attitude that 
included women in the world of finance. The survey revealed 
some interesting facts with regard to these ideas • 
· As a final thought, the author felt that customer 
relations training should be a continued process if 
m~ximum effect was to be achieved. But, continued training 
t' 
') 
is an expensive proposition--not only in the way ·of materials 
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and teachers, but also in wages and hours. If the banks 
trained during banking hours, they would be losing the 
employees' services and perhaps be upsetting the 
effectiveness of the operation·.l5 If they trained after 
hours, the employee_s would have to spend time away from 
their families and forced to in~ur additional expenses for 
items such as meals and transportation. Just about all 
employers have come to realize the danger of forcing 
employees to remain for something other than their every-
day duties. 16 If tne training in customer relations is not 
continual, how can the employees be expected to operate at 
peak efficiency in this area? New methods of training are 
being devised con~tantly, and the American Association of 
Tr.aining Directors stresses the need for continual exposure 
to basic operational factors that are deemed important by 
the management. 17 
.These ideas which served to generate the. author.' s 
interest in the problem of customer relations training for· 
bank employees are answered b_y the findings of this study. 
Th~se problem areas are r·eally sub-divisions of the study, 
the direction of which is channeled by the five-step 
approach I have outlined. The reader should understand 
that this survey is in no way intended to praise or chastize · 
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the Bo~ton banks for what they have done in this area. One 
factor that is so interesting about banks is that even though 
service, and service· alone, is the common product they 
offer, 18 the problems they enc~unter may vary as those of 
a paint company. do from those of a plastics manufacturer. 
This means that what is goo.d for the Shawmut may be 
ridiculous for the Merchants. It is hoped th~ reader will 
bear this in mind when undertaking an interpretation-for 
. ' 
any of the findings. 
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CHAPTER II 
Summary of Findings 
The twelve banks that were investigated in this 
survey were all located within the city of Boston. It was · 
the intent of this ·survey to study the training programs of 
·these banks from the aspect ·of customer relations. This 
was accomplished by means of a questionnaire which the 
author administered personally to the officers in ch~rge of 
training at the banks (note Appendix A). It is prope~ that 
a summary of findings present the most pertinent facts that 
were disclosed as a result of the study. I have chosen to 
present this material in my second chapter so that the 
reader may utilize the_ t~esis in a_manner·convenient to his 
inquiry. The idea for order of presentation should be 
credited to George Katona's book, Business Looks.at Bankers. 19 
In that text Professor Katona utilized the survey first; 
and I found this to be so effective I have chosen to follow 
his lead. 
Primary Summary Items: 
1. ·only- one of the banks in the study had under-
taken a program devoted entirely to instructing their 
employees in customer relations. This program was devised 
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12 
and administered by an outside consultant for the bank. It 
stressed the importance of each individual employee con-
tributing to the whole image that the bank projected. 
Although a critique showed that the employees did not feel 
they gained a great deal from the course, I believe, 
nevertheless, it is a step in the right direction. 
2 •. The eleven other banks all recognized the need 
for good customer relations. They had no courses devoted 
entirely to it as the bank above; but they maintained that 
they ii1tergrated it .. into their other training programs • 
. Since most of the programs are inforrrLal in nature (informal 
understood as no specific m~thod of training ~sed), it is 
impo~sible to dis~gree with the statement. However, the 
formal programs revealed what thie author believes is a 
superficial treatment of the problem, and this means there 
is definitely room for improvement. I· I 
3. A noticeable absence of a central training 
source in these banks may be a key to the lack of formal· 
training in customer relations. In most cases, the 
personnel department 'is charged with the initial orientation 
responsibility, and then the employee is packed·off to his. 
assigned department. In most cases, the employee will 
probably never deal face to face with customers; but good 
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13 
customer relations does not always refer to the customers 
the bank has now. Without potential customers, there could 
be no growth potential for the bank; and this is when the . 
. ·!'unseen employee11 comes in. 20 He can engage in indirect . 
selling by the way he talks and acts when his bank is brought 
up in conversation. Even if t~~ conscious effort is minimal, 
it is certainly better than a neutral response. ~Vith this in 
mind, the banks must extend this type of training to all 
. emp loy~es. 
George Katona shows why i.n some· ways the customer is 
still king, in his book entitled The Powerful Consumer. 21 
Bankers know this as well as any businessmen, for they 
repeatedly.mentioned that competition has forced them to 
recognize the effects that public relations can have on 
potential customers. To meet this challenge, the bankers 
must transmit the keys of customer attitudes to their 
' 
employees. Simple integration into other programs will not 
suffice until the more basic ideas of opinion--attitude 
formation--are driven home to employees. 
Secondary Summary Items: 
1. The external sources of training for bank 
employees have not filled the gap in customer relations 
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training. Organizations such as the American Institute of 
Banking have-set up schools to train bankers in public 
14 
relations, but they have not gone far enough. These schools, 
such as the School of Financial Public Relations at North-
western University, should spend more time in_ the area of 
customer relations and also teach their students how they 
may help their training directors to set up programs in 
this area. 22 If the customer is not first in line· for bank 
consideration--who is? 
2. Lack of central training direction has tended to 
drive the financial public relations man away· from the 
t,raining director. The public relations man may feel that 
he is a banking department within himself and that his only 
contribution to employee educati_on is interpreting company 
policy via the company publication. It is my opinion that 
the public relations man should be an instructor in any 
straining course for customer relations. His ability to 
understand and communicate ideas related to the human element 
. should be a great asset to any bank class of trainees. 
, 3 ~ The internal channels of communication can be a . 
very _important pa~t of customer .relations. I view this 
particularly from the aspect of continual emphasis on the 
area. ·In effect, it could act as a reinforcement for b·asic 
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customer relations training. Bank policy is always a rather 
delicate matter to present in a bank ne~sletter· or paper. 23 
One way to remove some of the resistance to such articles is 
to take a long tack and then sail into the issue • Since. 
much policy deals with customers, this would be one way to 
strike at the heart of the ~ssue. Unfortunately without a 
basic understanding of the matter, bank employees are left 
to their own interpretations of such communication. ·Unless 
ignor~ce can be made to breed insight, the present 
communication of most of these banks wil·l not help much. 
4. The portion of the study dealing with general 
data material reveals a resistance to change still exists 
-
among Boston banks. One example· is the position of women in 
the banks studied. Three women were· interview.ed in the 
sur.vey. What is it like for a woman banker? ···None·were 
married; their average age was forty-four; their average 
experience in the bank was approximately eighteen years; 
even though they had all attended or completed college, . 
they had to fight their way up the ladder. At that, only 
one claimed the high title of treasurer. Perhaps customers 
prefer to deal with male bank officers. 24 but even is this 
is so, 'the women should be able to climb, to the top faster 
.than they have. 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
16 
Another resistance to change was the fact that some 
of the bankers said they kept the old style banking floor 
because the customers liked it. Why they liked it, they 
did not know--but they said, 1 ~e want to keep traditional 
decorations on the floor, but our equipment is second to 
none in Boston.n25 This idea that you can keep your same 
old stable, solvent looking bank, but have the best service 
modern equipment can provide, seemed to be popular with 
several of the banks in this study. 
5. Some of the banks interviewed did not distinguish 
between customer relations and public relations. They were 
conceived to be the same thing. This indicates that a first 
step must be a definition, for each bank, as to what 
customer relations is to them. If a bank chooses to lock 
out all their publics as potential customers--and I doubt 
this--the two could be equated somewhat. But more probably 
the potential customer would be viewed as one the New 
Business Department could seek out and try to sell the bank's 
services to. 26 The multitude of other publics, such as 
stockholders, would not .be handled via each employee but 
rather by the bank as corporate entity. 
6. This leads to the image that a bank wishes to 
project. The banks seem to feel that good cu-stomer · · 
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relations is attained via good service. If this then is the 
image they wish to create, they should in turn inform their 
employees how they are trying to accomplish this. Training 
for specific jobs will undoubtedly help, but there should be 
a basic understanding of what customer relations may involve 
in the way of atti.tudes. The attitudes that a customer or 
employee may develop can be generally positive.or negative. 
It is up to the employee to insure that the customer 
develops favorable attitudes, and constantly reinforces 
them with each trip he makes to the bank. 27 If the customer 
is not put on a pedestal by the employee who serves him, 
then who will do it? 
In closing this chapter, I should like to suggest 
the banks endeavor to determine more about their customers' 
ideas about them; and, in turn, find .out more about the· 
customers themselves. The banks can categorize customers 
by the accou~ts they have, but this is not sufficient for 
improved customer relations. 28 The banking .organizations 
could help in this area by suggesting positive action at 
.their meetings; e.g., The Savings Banks' Association monthly 
forum. 
I do not imply that these findings suggest any 
dangerous position for the Boston bank with regard to 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
18 
customer relations. Each area of the country is so different 
as the people who live there; and what goes in California 
does not always work for New York. Without a doubt, 
increased banking competition has issued a challenge to 
the bankers in the Boston area. This is true by the 
bankers' own admissions. I feel sure that improved 
customer relations training will go a long way toward 
meeting this·challenge and as a result, look forward to 
·these bankers taking increased positive action in this 
direction. 
, I 
I 
P A R T II 
THE AREA OF THE STUDY AND NATlJRE OF THE SAMPLE 
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CHAPTER III 
The Sampling Method (Described) 
This study is not intended to be representative for 
banks in any other part of the country, or in··fact~; for any 
other part of the Commonwealth of Massachusetts. Banking 
regulations vary from state to s~ate, 29 and the problems 
encountered in customer relati·on s by Boston banks are 
undoubtedly not exactly the same as those.found in suburban 
and rural areas. The author does feel, however, that it 
accurately reflects the trend for banks in the city of Boston 
as to how they conduct employee training in the area of 
'customer relations. 
The s·ample is stratified from the aspect that four 
different types of banks were studied. These were: National 
banks, trust companies, m~t11:al savings banks an·d co-operative 
banks. Many bankers refer to national banks and trust 
companies as commercial-tyPe banks.. It is true that both 
perform commercial-type functions and that their largest 
amount of business comes from this source; but they have 
different regulations under which they are chartered. 30 
Just t\'70 examples are: 1. All national banks must be 
issued.a charter by the federal government, and ·2. they 
are required to be members of the Federal Reserve Bank in 
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their district.31 These two regulations do not ·apply to 
trust companies in the Commonwealth of Massachusetts. 32 I 
shall refer to them as national commercial and trust 
commercial banks.33 By stratifying the sample in this 
manner, the study was able to include both large and small 
banks. The largest two are national banks, and the smallest 
three are co-operatives, while the savings banks and trust 
companies fall in between. The huge difference in total 
assets between the nationals and co-operatives will 
probably affect the training programs. But, even more 
important, I believe, is that. this difference will provide a 
better indication of the total Boston situation than a survey 
of only the largest banks would. 
It was my choice to impose a ·quota of twelve banks 
to be used in the sample. The variance in size is still 
great enough to serve the purpose of the study. By using 
three banks of each type, I was able to overcome any major 
differences that one bank might haye from others of its 
type; e.g., one of the savings banks does not sell Savings 
Bank Life Insurance. because it prefers to keep its old 
charter, which does not provide for this insurance to be 
sold.34 The old charter does prov~de more liberal 
allowan-ces in other areas, such as establishing branch 
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offices., than do the newer charters. ~S -so, this bank 
reasons in this case that the advantages of the old outweigh 
those of the new. This particular restriction is not· typical 
of most savings banks, but it is overcome by having two 
other banks of the same type in the sample. 36 
My sample wa~ chosen on the basis of total assets 
as of September, 1960. .However, the listing of the sample 
that appears below is based on total assets as of 
December 31, 196Q. There was no change in the relative positions 
of the banks during this time. 37 
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Table No. 1 
LISTINGS OF BLUV~S 
Rank Order 
l. First National Bank of 
Boston 
Tot. Ass. $1,782,658,567.10 
2. Shavnnut National Bank 
of Boston 
Tot; Ass. 503, i~86, 260.80 
3. Sta·te Street Bank and 
Trust Company 
Tot. Ass. -450,748,047.44 
i~. Boston Five Cent Savings 
Bank 
Tot. Ass. 378,817,926.00 
5. Provident Instit~te for 
.Savings 
Tot~ Ass. 355,868,090~00 
6. New England l'1erchan·ts 
National Bank . 
Tot .. Ass. 353,606,955-00 
Rank Order 
7 . Suffolk~ F-ranklin Savings. 
Bank 
Tot. Ass .. $ 229,283;149.00 
8. Boston Safe Deposit and· 
Trust Company 
Tot. Ass. 88,716,361.26 
9. United States Trust Com-
pany 
Tot. Ass. 54,773,253.98 
10. Merchants· Cooperative Bank 
Tot. Ass. 69,710,760.00 
~+· Workingmens Co~operative 
Bank . 
Tot. Ass. 55,415,660.00 
12. Volunteer Co-operative 
Bank 
Tot. Ass. 23,868,649."00 
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Total assets is the most frequent method used· for 
judging the size of banks. 
The sample is purposive because it is aimed at 
'• 
investigating an important area of employee training in 
banks--customer relations. Each interviewee was with an 
officer of the bank who is specifically·charged.with a 
graining function (preferably customer relations per se.) 
for his bank. The questionnaire was particularly looking 
for· for:m,al programs in this area, but was constructed qO 
that informal programs could be analy?ed as well~ In 
extreme cases, where absolutely no training was to be 
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found, the officer in charge of personnel would be intervie-.;.;red 
to get as much information as possible on the other portions o·f 
the questionnaire. 
Only banks which are located in the city of Boston 
were considered. This presented nothing in the way of 
special problems~ The largest banks in the Commonwealth 
are located in the city.itself~ and there were no 
transportation problems.. It might be said that the climat·e 
of the into-.;.;rn banks is distinctly different from those on the 
fringe areas of the city; but most of the intown banks have 
branches in the out-lying areas to service the commuter and 
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bedroom community -publics.38 I believe it is a real 
advantage to .deal with the home office of a large, 
metropolitan bank. There always seemed to be a branch 
officer around that could be of help in extending the 
information to include the special problems that he has in 
a suburban area. With the centralized structure that most 
large banks possess, it is easier to go to one source rather 
than many. For example, when I interviewed at one of the 
Savings Banks, I saw the treasurer and branch manager for 
:t,raining at the same time •. 
Not only were the lar&er banks more likely to have 
formalized training for their employees, but their 
organizational level is certainly more clearly defined than 
. 39 
the smaller banks. In the smaller banks that the survey 
encompassed, ~he officers were found to have so many duties 
that their ability to do them all depended solely on the 
smallness of the bank. This is. not intended to mean that 
they didn't do.all their jobs well, but rather that the 
limitation o£ each job enabled them to handle many all at 
·once. 
The organiz·ational level, at which the training 
director is located, is of great importance to the success 
of any train~ng program, and this area is considered accordingly. 
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Interaction between· the policy level and the training _level 
is an essential factor. The director must be able to get 
direct information regarding matters that would cross 
policy lines> and this can't be done if he has to see a 
do~en people before the president of the bank. 
Before the questionnaire was 'designed, the author 
had to consider the possibility that so~e banks might not 
. . . . t . 1 . 40 If th" glve any tralnlng ln cus omer re atlons per se. lS 
were true, any other forms of training that the bank 
considered to contribute to customer relations would have 
to be analyzed. The sample called for a general analysis 
of formal and informal tr~ning in eight of the banks with 
a more intensified study at the largest bank of each. type. 
In reality, this idea did not work out well. With so~e of 
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the national banks and trust companies this procedure could 
be followed, but when the savings and co-operative hanks were 
studied, the largest of each was not found to have sufficient 
training to warrant such an investigation. The. best: 
alternative seemed to be an intensified study of the b'anks 
which did the most training regardless of the fact that they 
were not the largest in their. class. This was done :• but when 
the material was incorporated into the thesis it was done. ·on 
a basis of programs that were common to four or more bapks. 
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This system was used because a good evaluation could only 
be given when materials were given to me for study. · The 
refusal of a few banks to part with such data deprived the 
study of very little. For the most part, I found the 
respondents to be very cooperative and eager to assist me 
in this endeavor. 
On the basis of the data that was collected and 
the results that were obtained from the study, it would 
appear that. the sampling procedure :vas adequate. I do not 
believe any increase in the sample would have given bet.ter 
results than those which were obtained. There are just so 
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many banks to choose from, and in the main only the largest 
give formal-type courses. This fact was ·ascertained by 
making 'four phone calls to one other bank of each type. 
under study. The author asked to speak to the officer in· 
charge of personnel. After identifying myself and 
explaining the reason for my call, I asked this question: 
-
"Does your bank have any training programs that are given 
entirely by the bank itself?0 None of these banks had any 
·training programs of any ~ype. 41 They'· all replied that 
their employees were encouraged to go to the Boston 
American Institu~e of Banking School and take courses which 
the bank would pay for upon satisfactory completion of 
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~ourse. requirements. The· b>rief.phone survey satisfied. my 
co'nffdence in the sample procedure that was followed," and 
.j l' 
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I believe the results shown in the ensuing chapters 'will 
bear out this confidence. 
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CHAPTER IV 
What Boston Customers Expect from Their Banks 
During the first part of each interview, I tried 
to draw out some ideas and opinions that the·banker~ had 
with regard to the type of people they were serving. This 
was bes.t done while talking about the customer relations 
concept. For example, while the respondent was· talking 
about service to his customers, I might say, 'What do the 
people who bank here want your employees to do for them?" 
or "What kind of people are the customers who come here?" 
Using probes such as these, I was able to get responses from 
all of the interviewees.· Since this area of questioning 
took on the form of an extra-added attraction as the· 
interviews progres·sed, I was· delighted to find it substantial 
enough to integrate in the study. I think it most properly 
belongs here in PART II prior to the actual survey results. 
With the information in this chapter, the reader should 
gain a better understanding of bank policies toward training 
in customer relations in the Boston area. Since all the 
remarks were individual views regarding customers, ~~a to.bil 
of twelve responses will be given and commented upo~ where 
it seems necessary. 
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Responses from National Banks 
1. I think our customers want to trust and believe 
that we are really interested in their problems and want to 
help them. They also like to feel important when they are 
conducting financial business. I~ doesn't make any 
difference to them how large their deposit is--they like to 
feel good about it. 
2. Our customers would like to call our bank 
officers by their first names. In a sense, they want to 
feel equal but the fact that the officer is a banker frightens 
them. I guess they think of all the money he has charge of, 
or something. So, we have tried to make our employees more 
real to the potential customer by adv~rti$ing him a first-
name basis through the mass media. It s~ems to ·work, so I 
guess they would like a more personal feeling with the -. 
employees. 
3. The customers like and w~nt the type of service 
we give them. They are in a hurry to do their banking; many 
do it.on their lunch hours and-demand fast and efficient 
service. Now our branches have problems that are much 
different from those here in.town .. In the suburban areas, 
where many of them are located, people +ike to take things 
easy. They don't mind s~anding {n.line a minute or two and 
I 
J: 
1: 
I 
I: 
I-
t: 
I. 
J; 
I 
t 
I 
J· 
I 
J 
I 
I 
I' 
I 
chances are that when they get to the window they will want 
to 11 shoot the breeze11 with the teller. I guess you could 
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say that things are more business-like here in Boston. 
Comment -- Both one and two seemed to feel that the customer 
wants to feel important or at least equal to the people at 
the bank who are serving him. The feeling t_hat our money 
is all ours, no matter how little it may be, is a very 
natural feeling. The c~stomer feels that-the employee is 
there to give him the best service he can, and the customer 
wants to get it. · Customers have different ·attitudes toward 
banks, depending upon the environment in which they do their 
banking. The third respondent noted that in the Boston _ 
area, customers tend to demand more business-like attention. 
This would substantiate the environmental factor, but I 
won~er which part of the ·service is most important--the 
efficiency or the polite manner in which·the transaction is 
carried out? In Boston I feel efficiency'would probably hold 
the edge, but no bao.k should ever gamble on one or the other. 
Responses from Trust Companies 
1. They want the best service they can get in the 
shortest amount of time. If they have to wait in line, 
they may even walk out of the bank. Goo¢!. service is wha~ 
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they demand, and they have every right to ask for it. The 
tellers should always be courteous, efficient and try to be 
helpful in any way they can. 
2. In business development they want us to be we],l 
informed as to what their problems are and be prepared to 
giv~ advice when they ask us for it. Above all else, they 
32 
do not want to be driven crazy by our men calling on them 
at inconvenient times and,botheriqg them. They want a 
business-like approach to a business-like individual. These 
men are all businessmen, and they do not have time to play 
games with bankers who don't know their stuff. Most· of the 
time they like to ask us for advice. 
3. Customers want us to treat them to good 
service and to help them with almost any financial problem 
they may have. ~lle have lots of people coming through that 
door every day asking for advice on all sorts of things. We 
have to try and sort them out because our officers could 
be tied up all day long talking to them. We try to have the 
girl at the information desk or one of our most experi·enced 
tellers handle their questions, but. once in a while one gets 
through. Regardless of how stupid their questions are, we 
insist that our personnel be courteous ana help them o~t 
all they can. 
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Comments -- Service to the customer is again stressed twice, 
while the business relationship remains important to the 
customers. Two respondents mentioned p~ople seeking advice 
from their bank. This is interesting to note. In his book, 
Business Looks at·Banks, George Katona showed that the 
smaller the business, the less they asked banks for ~dvice; 42 
while.the larger companies regularly used the banks as sources 
f . ·. f t. 43 o economlc ln orma lon. Now, at the personal leve~, people 
are found to be seeking advice from banks. Perhaps wheB an 
individual becomes a small businessman, the debts that he· 
incurs give him a somewhat hostile attitude toward bankers. 
At this time, however, individuals seem to have few qualms 
about asking for help. 
Responses from Savings Banks 
1. Our customers want to. get good service, and 
also feel themselves in a position of mutual trust with the 
employee of the bank that is servicing them. If a person 
wants to take out a loan, he wants the bank to look 
favorably on his application. Of course, we do not grant 
unsecured loans, but there is still the element of 
\ 
obligation and trust involved, and this the customer wants. 
2. He wants to come into a friendly business-like 
I 
,. 
I 
... 
I 
I 
I 
I 
J, 
I 
I 
~-
1 
I 
I 
I 
J 
1: 
I 
I. 
J 
-
34 
environment and receive the best service that we can 
possibly give him. If he does not get it to his satisfaction, 
then we have lost a customer. Our employees know this, and 
they are told to ring for a supervisor at once if they 
cannot handle the problem. We te~l them it is no disgrace 
not to know all the answers, but it is a disgrace to lose a 
customer because you did not want to admit that you did not 
know everything.-
3. Customers dislike te'llers who give them a bad 
time. You would be surprised at how many tellers still act 
like God when a customer asks them a question. We do not 
stand for that sort of thing; here, a teller would get his 
walking papers for something like that. The customer 
cimply expects decent service. You do not have·to be all 
\ ' 
over him or_ anything like that; just serve him politely~-
that'-s all he wants. 
Comment -- One of the respondents felt his bank's customers 
wanted only to be treated politely and with efficiency. 
Again, the business-like atmosphere was mentioned,- along ·with 
the service factor. The point was made that a teller should 
have humility enough to ask his supervisor for help when he 
cannot handle a situation. I rather think this is standard 
operating procedure at ~ny bank, but this was the only time 
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it was mentioned by a respondent. 
Responses from Co-operative Banks 
1. Most of our business deals \qith mortgage .loan 
customers. .We do not have any particular problems with 
them; they come in all the time. We try to be polite arid 
help them if we can; e.g., a fellow was 'in this morning 
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and wanted us to call his insurance company to get some 
wind.damage fixed. He had some trouble getting satisfa~tion 
·from them and since we held the note on the house he came to 
us. So, we checked it out for him and kept him happy. We 
are small, as you caD see. I can watch all the tellers 
right here from my desk; so there is no big problem~ 
2. When customers c.ome in, they want to transact 
their business and be on their way. I would say they want 
efficient service and information for special problems they 
have. Our tellers and clerks are trained to help them and 
they do. 
3. All customers want from bank employees is good 
service when they come in to transact their business. Most 
people do not have all. day to hang around; they want to be 
\ 
waited on and get back to their other business. 
Comment -- Nothing new has been added but one more examp~e 
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in which a co-operative bank helped out a customer with a 
problem. Service and speed were again the two major items 
that customers wanted. 
sun:mary: The nature of the B~ston banking community is· a 
business-like atmosphere where bank customers probably have 
very little time to spend with their banking transactions. 
The hours between 11:30 a.m. and 2:00p.m. are the 
heaviest for downtown banks. In the suburban branches, 
,things are considerably different. Customers can take much 
36 
wore time to .bank, and the heaviest hours are not the same 
as those in the city. In both the city and the suburbs, the 
customer_s want the same thing--good service (m~aning 
courteous and efficient service). There is very little, if 
anything, personal between the tellers in the city banks and 
their customers. All tellers are encou~aged to lea~n the 
customers' names, but in the suburgs, many customers know 
the employees of their banks on a first-name .basis.44 It 
was also pointed out that customers expect a feeling of 
mutual trust with their bank, and advice in financial 
matters when they request it. 
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CRAFTER V .. 
The Customer Relations Concept 
The first portion of the survey was constructed·to 
determine what each banker thought customer relations wa·s. 
in terms of the institution they worked for. It was 
assumed that great empbas·is would .be placed on service to 
the customer and that each bank would stress this in terms 
of the major services it off-ered. 45 The option was given 
the interviewee to give ~ personal definition if he felt he 
could not fit his answer to represent the bank, but in all 
cases the responden~s did not hesitate to reflect what they 
believed to be the bank's position. 
SPECIAL NOTE -- Chapters V-XI deal primarily with 
coded findings of the respondents to the questionnaire. 
The presentation that follows will be used througho~t these 
chapters to facilitate ease of reference between questions 
and related ideas that appear in different chapters. There 
is no break down as to the type of bank making the response. 
This was done for two reasons: (1) Since only twelve banks 
were included in the study, it would.be difficult in many 
instances to preserve the anonymity of the response. (2). 
The major importance of the .responses lies in the overall 
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attitudes reflected and not those of any one particular 
institution. The author was seeking to develop general 
trends of thought and action by these banks, and there was 
no thought of individual analysis intended. All codings are 
based on the replies of fourteen bankers except where other-
wise specified. 
Question: (1) Would you tell me what you think 
customer relations is in terms of this bank and its 
operation? 
Responses Number of Times Given Percentages 
1. Giving customers 
quick and accurate 
(good) service 11 78 
2. Being friendly to 
·customers and giving 
them advice 6 43 
3. Projecting the bank's 
image· 2 14 
4 • Understanding the 
customers' point.of 
view (natural instinct) 2 14 
5. A practice that is 
vital to the bank r s 
growth 1 7 
--(-c I -- More 'than 
100% due to Total 22 c I 
multiple responses) 
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Illustrative Response: We think of customer 
relations in terms of the service we can give to our 
customers. By being friendly, trying to understand their 
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problems and treating them as we would like to be treated in 
the same situation--we feel· the bank is developing good 
relations wi_th our customers. 
The old adage, "A satisfied customer is our best 
advertisement,"-almost seems to apply here. 46 If the 
customer is satisfied with the service he gets, the bankers 
reasons their customer relations is automatically in good 
shape. The idea was advanced that each customer's wants 
vary by virtue of the fact we are all individuals; therefore, 
any bank 'employed in a contact position must adapt itself to 
the individual situation under which it deals with a 
customer. It was further noted that even in cases where 
the report was not the best between banker and customer, 
the ability of the banker to give good service because of 
his knowledge and experience overshadowed the personal 
element and, did not distract froJI]. the bank's cus-tomer 
relations with the client. 
None of the bankers expressed the thought that 
customer relations might be professionally administered by 
top management (e.g., by a public relations director). All 
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examples given come from face-to-face contact situations by: 
Loan officers, tellers, bank guards, business development 
personnel, etc. As one respondent said, "We canrt go hire 
one man and expect him to develop our customer relations 
for us. This is something all our employees have to work 
on in their own particular areas if we expect to ·carry it 
out successfully." Having a natural ability to deal with 
people was mentioned as .a great asset in customer contact 
situations. Said another banker, "If you can only put your-
self in the other guy's shoes, you can really win his 
confidence and trust. 11 No direct mention was· made of the 
possibility of developing such characteristics in bank 
employees, and the service factor obviously dominated·the 
thinking of the respondents. 
Question: (2) How does your bank go about putting 
its ideas on customer relations .into practice? 
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Responses Number of Times Given Percentages 
1. Experienced employees 
demonstrate by their 
actions 
2. Personnel department 
tells this to new 
employees 
3. We train our employees 
4. Initial screening 
selects the best 
potential employees 
5o The bank makes itself 
convenient for 
customers 
6. A businesslike manner 
is required of employees 
(e.g., tellers). 
(C t -- More than Total 
100% due to 
multiple responses) 
7 so 
6 43 
4 29 
2 14 
2 14 
l 7 
22 c .;. 
Illustrative Response: Probably the best way this 
bank can put its customer.relations idea to work is to let 
new employees observe older, experienced oiJes handling 
customers. Of course, our personnel department stresses 
the importance of handling customers properly whenever new 
employees come to work here, and they try to pick the 
people they think would work in best for our type of 
business. 
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All the respondents apparently assumed that the new 
employees were the major cause of concern with regard t·o 
the bank's customer relations.. This is evidenced iri the 
way they directed their replies at the new employees of the 
banks. Despite the fact that only four said their bank 
utilized any training (and two of these directed the thing 
at new employees). This should not necessarily be rega~::·ded. 
to mean that the other respondents did not consider their 
banks were using any forms of training that contributed to 
better customer relations. ·The following three possibilities 
seem feasible: (1) At this point in the questionnaire they 
perceived training in the formal sense~ e.g., classroom work.47 
(2) They were considering the overall banking philosophy based 
on their answer to the prior question.48 (3) Rather than use 
the word, training, they phrased their replies in terms which 
meant a training function to them.49 
The convenience factor was exemplified in location 
of branches, hours open for service and mailing facilities 
for deposits and withdrawals. In this case, customer 
relations was perceived as a total bank function rather than 
many individuals operating at their own levels to make up 
the function. Strong reflections of bank imagery were 
reflected in the c;:::omment in business'like manner. The 
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.. 
respond~nt DOted this to be a reflection of bank advertising 
and impression which the top management wished to projec~ 
to its customers and potential customers. In the job 
relations with customers and bank policy discriminated by 
the personnel department seemed to satisfy bank requirements 
for the most part. 
Question: (3) Please comment on aqy trends for 
customer relations or public relations that you-have 
noticed in Boston banking circles. 
Responses Number of Times Given 
1. Increased competition 
has forced more action 
in banking customer 
relatioris. 11 
2.. Personal service for 
customers is the difference 
in banks (no special groups) 8 
3. Customer relations has become 
important the p~st ten years 7 
4. ·Business development depart-. 
ments need to know how to 
win customers 
-5.· ·Institutional advertising 
is a result of customer and 
public relations 
(C t -- More than 100% 
due to multiple Total 
· responses) 
3 
1 
30 
Percentages 
78 
57 
so 
21 
7 
c t 
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Illustrative· Responses: The past· five to ten years 
have seen Boston banks really begin to compete ·for 
potential customers. Before, people in higher income 
brackets used to' bank traditionally at one establishment, 
while others engaged in business; etc., would go to other 
banks. Not that this situation really changed in the past 
. . ' 
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ten years; it probably ceased in the forties, but the effect 
is now being shown in their children and in the many new types 
of businesses are new here, e.g., the discount houses. We 
all have the same money to lend pe9ple, and the services 
we can offer· are controlled so that all banks like us give 
just about the same deals we do. Most of us start up new 
businesses or sales departments intended to beat our 
competitors to the customers. But, you need more than 
hard-selling techniques in this business. The bank has to 
package or make its services more attractive than the others. 
I think this is why customer relations has become important 
in a fairly short period of time. 
It looks as though some portion, or perhaps the 
entire general image of banking, is in a process of flux. 
Recognizing this fact, the bankers have decided to lean on 
public relations techniques to aid in the readjustment. 
There is no definite indication as to the level of 
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administration that these techniques are being used on, but 
it seems as though the bankers feel that customer contact 
people are playing an active role in it. The great.· 
variance in authority vested in bank office~ makes this 
doubly hard to ·ascertain. In some banks, an assistant 
treasurer might attend a meeting reserved only for full 
vice presidents at another bank. Then, too, positions .do 
not always reflect the title, e.g., an assistant treasurer 
in charge of public relations. 5 0 Many old banking 
traditions which have led to this situation are being 
eliminated, but the process will take some time to settle 
itself. 
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I feel that regulations governing various forms o£ 
banks tend to drastically alter the customer relations 
outlook for some institutions. The cooperative bank must by 
law distribute its earnings--all but a very small sum--back 
to its customers. This situation leaves a small margin 
(about 1%) for the bank, 51 but not enough to embark on any 
drastic public relations·program or for hiring a specialist. 
The bank may commence with a consultant on a part-time basis; 
t~en if there is justification, set up a special department 
for ~his function. As in the case of savings banks and 
cooperatives, these regulations make some areas o£ banking 
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very pr~carious. Neither of the former .two would make 
uninsured loans, while the commercial banks do this 
frequently. With problems such as this, it is not difficult 
to understand why many of the smaller banks cling tenaciously 
to the older, established banking policies. It is, I 
believe, a general truism that the larger the bank is, the 
more readily it accepts newer principles of public and 
customer relations training. 
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CHAPTER VI 
Results of Sentence Completion Items 
The sentence·completion items .wer~ designed to 
investigate the interviewees' attitudes and ide~s with 
reggrd to customer relations training and related areas. 
Its purpose was to clarify how the people themselves 
understood the area under investigation. The basic premise 
was that the responses would naturally be affected by 
philosophy and policy of the bank in which the interviewee 
worked. This was found to be true particularly of the older 
employees. Respondents who had worked ten years or less for 
the bank tended to inject more of their'beliefs. 
\ 
Completion: (1) When I hear the words customer 
·relatio~s, I think of --
Response Number of Times Given· Percentages 
1. Service to our 
customers 10 71 
2. Contacts with or 
treatment o£ 
customers 6 43 
3. Good institutional 
advertising 1' 7 
(C t -- More than 100% 
due to mult:ip le. Total .. 17 c t 
·responses) 
I 
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I· 
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Ill~strative Response: The way our customer-contaci: 
people handel and service the customers. The employee w~o 
knows the bank services a.nd can perform them well is our 
best customer relations. 
These responses seem to reinforce Question (L) of the 
customer relations concept. Service and per$onal relation-
ships between customers and employees continue to be 
regpr.ded as the primary customer relations function by the 
banks under investigation. 
Completion: (2) Public relations and customer 
relations are 
Response Number of Times Given 
1. The same thing. 
2. Public relations 
encompasses a broader 
A 1 • area; customer re at~ons 
is more specific · 
Total 
6 
8 
14 
Percentage~ 
43 
.57 
100 
Despite·the fact that six of the respondents did 
not differentiate between the words public and customer, 
the eight who did went on to specify their reasons for 
doing so. 
Illustrative Response: For p~btic relations we 
.I· 
1.· 
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think of the many public services the bank is engaged in, 
such as the Junior Achievement Program here in Boston~ We 
think we have a great many publics and that our customers 
(even though they are the most singularly important) are 
but one of these publics. 
It was not overly surpri~ing to the author that the 
majority of respondents thought the two publics to be 
different, but 43% still called them the sam~. Either they 
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equate the two because their position in the bank shows them 
. . 
. only customers as a public, or the internal communication of 
the bank must be poor. It is hard to believe that any 
institution of the size and position. int'erviewed coutd 'be 
entirely oblivious to public relations implications in the 
Boston area. The possibility exists that older intervi~wees 
did not fully understand what public relations can involye 
and as a result, thought customer relations a substitute. 
Completion: .(3)- Before a ban~ ~ployee ·can 
understand what. customer relations real~y is; he must 
l 
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Response Number of Times Given Percentages 
1'. Know this bank r s 
functions and 
operations 5 36 
2 •. Be trained 4 28 
3. Have been a customer 
himself 3 21 
4. Have a natural like 
for people 3 21 
5. Be really sold on his bank 2 14' 
(C I -- More than 
l00%.due to Total 17 c 1-
multiple responses) 
Illustrative Response: He must first know how to 
perform his assigned functions properly; this can· b~ done 
via various training methods. A natural abi~ity to get 
along w~th and like people is a great asset also. 
In this statement is noted the first communication 
between customer relations activity by employees and training 
for it. This connection remains rather indirect because the 
training is perceived in terms of the work'itself, and this 
function then leads to better customer relations. The source 
of this statement was making reference to·on-the-job 
activities that were a part of the informal training at his 
bank. Only one of ·the respondents viewed this type of 
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training on a formal basis when he mentioned the ~erican 
Bank Association public relations course. 
Three respondents thought the best way to learn 
about customers was to be one. This would undoubtedly ·help 
to understand the customer point of view, but I doubt 
seriously if it would solve many of the problems bankers 
are confronted with. It is one thing to be a customer and 
understand how you would like to be treated; it is quite 
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,another thing to have to operate from the other side of the 
qesk representing your bank. Being sold on your product is · 
the best way to sell others. Both interviewees who 
responde.¢!. in this manner acted as salesmen and .said that they 
felt the statement applied to banks, since they had to s~ll 
the services they offered. The reasoning seems good, but 
I would hope there would be very few bank employees .who 
didn't believe in their institution. 
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Completion: (4) Banks are different from ·other 
types of business because 
Responses Number of Times Given Percentages 
·1. They have only one 
product (financial 
service) to sell 
2. We are semi public 
in n_ature 
3. An ele~ent of personal 
interest is involved 
4. They are no different 
from other business 
5. No response 
(C t -- More than 
100% due to Total 
multiple responses) 
6 43 
5 36 
2 14 
2 14 
1 7 
16 c t 
The question was stated in a manner so as to suggest 
that there was a difference between banks and other forms · 
of business. This was done to determine whether or not the 
bankers would feel they were limited or restricted in any 
way by state and federal banking regulations or any other 
peculiarities of the business itself. By using a suggestive 
statement, the. respondent would have to be very positive that 
banking was for all intents and purposes the same as any other 
business, if he replied there was no difference. 
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Illustrative Response: We are semi-public in 
nature--meaning we are ~egulated by state and federal 
charterso Furthermore, we can sell only our services. All 
banks have the same product--that being money. Of course, 
different types of banks offer dif!erent services, but 
considering competition with similar type banks, we are 
offering the same things. 
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This response demonstrates that the basic assumption 
of the author had validity. The ·element of personal trust 
mentioned in two cases intimated that customers want to 
·deal with people and not the bank as a whole. These 
respondents held that customers have faith in particular 
bank employees and place their confidence and trust in that 
person's judgment rather than in that of ,the bank he 
represents. This stems from the idea that banks are 
impersonal institutions in themselves. Following this line 
of reasoning, it is easy to understan~ why some banks have 
undertaken to advertise their personnel so that potential 
. customers would feel more disposed to contact the 
individuaL 52 
Two other respondents held that banks were no 
different from other types of business. This was a 
reflection in one case of the competitive factor alone, and 
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so thought or mention of regulations was forthcoming. In 
the second case, the respondent also stressed competition, 
but at the same time justified his remarks in terms of problem 
.areas which face any business organization; e.g., labor, 
management and wages. 
Completion: (5) Trainipg for ·experienced bank 
employees in customer relations is 
Responses Number of Times Given 
1. Necessary and badly 
needed 
2. Important for customer 
relations 
3. Difficult because of 
preconceived ideas 
4. A re-emphasis of learned 
skill 
5. Non-existent at this 
bank 
( C .J -- More than 
100% due to Total 
multiple responses) 
7 
3 
3 
3 
1 
17 
Percentages 
50 
21 
21 
21 
7 
. :. 
c·.J 
Illustrative Response: As far as I can see, 
experienced employees heed training in· this area as much 
as anybody else. The most corrnnon answer of "necessary" may 
have been what the respondents.thought the interviewer wanted 
to hear, but I think two other worthwhile items are to 'be 
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found in the responses. The first is that d.i_fficv_l.ty wa.:y be 
found due to preconceived notions derived from past 
experience. It was shown in one instance that an older 
employee refused to take a tr~ining course because he felt 
there was nothin·g it could add to his thirty-four years 
experience on the job. Another employee, who was being 
trained, answered a question on an exam and then wrote, 11 I 
kno"V{ this is what the book said, but I know better. 11 These 
, are two good reasons why every care should be taken to get 
c;::ompetent training personnel when such a project is pei·ng 
undertaken. 
A re-emphasis of learned skills is a very worthwhile 
completion.to the statement. All too many employers feel 
·initial training, then experience, will carry the employee 
to retirement. If more top-level manag~ment realized that 
additional training to reinforce old skills, combiqed with 
new techniques were used, they· would benefit·greatly from 
the employees' increased efficiency. The other response of 
importance to customer relations yielded little except 
support for the thesis. 
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Completion: (6) Customer relations training 
progr&~s offered by banking organizations such as the 
A. B. A. are --
Responses Number of Times Given P-ercent-ages 
1. I don't know· anything 
about them 
2. Worthwhile (good) 
3. Good for commercial 
banks 
4. Non-existent per se 
in Boston 
Total 
7 
5 
1 
1 
14 
so 
~6 
7 
7 
100 
Illustrative Response: I really don't know much 
about them. I have taken several A. I.. B. courses, but not 
in the customer relations area:· 
This reply is probably due to the fact that all 
those interviewed are well established in their respective 
·banks, and. most of them no longer have· occasion to .. take 
courses offered by these banking organizations~ Of the five 
who said the programs were good, four were making an assumption 
and did not try to hide the fact they knew little of the 
programs. The respondent who said they were non-existent in 
Boston had taught public relations at the A. I. B. School in 
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Boston. He mentioned that it was a minor phase-of the course, 
but not taught as a separate course itself. · One reply from 
a·banker in a. savings bank was that these organizations were 
good for commercial banks because the savings and cooperative 
banks have their· own organizations, and these do not engage' 
in any training that can be commented upon. Hence, the-
ignorance of such programs may be justified in at least seven 
of the fourteen cases. 
It was apparent that grea~ respect is held by the 
bankers for the American Bankers Association· and similar 
organizations. Many respondents mentioned going to the 
national banking'schools in other areas of study and also 
related that several of their bank's employees were currently 
enrolled in courses at the local institutional schools. 
Completion: (7) The image that this bank tries to 
create is 
Response Number of Times Given 
l. We are friendly and 
businesslike and personal 9 
2. That of a sound financial 
ins~itution 3 
3 .. One of service and safety l 
4. A mixture of conservative 
banking by modern methods 
Total 
1 
14' 
Percentages 
\ 64 
21 
7 
7 
100 
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Illustrative Response: An. attempt to combine 
personal and friendly service in a business-like atmosphere. 
While three of our banks are trying to show them-· 
selves as sound financial institutions, the others are 
making progress in their imagery. I tend to believe that 
banks no longer need to spend any great ·effort on proving 
themselves to be sound financially. The Federal Deposit 
Insurance Corporation and the Federal Reserve have aided in 
that respect tremendously. But one bank even mentioned 
safety for the customer. This bank incidentally wished to 
combine connections with progress in modern equipment. This 
situation is not incompatible in practice. Frequently banks 
like to keep old, familiar surroundings in which the 
customers feel at home. 53 Again, serv:l.ce and personal 
ele~ents apvear to support customer relations thinking in 
the area. This is merely trying to determine whether or 
not the points mentioned are the same as those the bank is 
trying to project. 
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Completion: (8) Customer rel·ations training for 
new bank employees ·is --
Response Number of Times Given Percentages 
1. Very important 
(especially for new 
business) 
2. Done here through 
other training 
3. Accomplished via 
on-'the- job training 
with experienced 
employees 
4. No response 
(C I -- More than 
100% due to Total 
multiple_ responses) 
6 
6 43 
3 21 
1 7 
16 c .; 
Illustrative Response: yery important to our bank. 
It i.s done by putting new employees on the job with 
experienced personnel so they may observe and follow the 
example. This is not in any customer relations program 
per se, but rather i.n customer contact positions such as 
tellers or our business-development department. 
The chief drawback to this method of training· seems 
to lie in the fact that there is no way to equate the 
personnel being observed by the new trainee. Some are bound 
to be better or worse.tha~· others working in the same area; 
1: 
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I, 
I. and this cannot insure all new employees of an equal 
opportunity to 1earn. Most training is of course conducted 
I in this manner, and the area of customer relations gets 
I' mostly the same type of treatment by the Boston banks. 
New business departments we~e mentioned here for the first 
I' time. This is a trend among the banks. No less than seven 
i 
-
of the banks were found to have departments bearing that 
title or a similar one. This substantiates the feeling 
I. that increased competition ·is making itself felt. 
I NOTE: A new business department is made up of 
I 
several bankers who are specialists in one area of service; 
' . 
e.g., small commercial loans. It is the funG:tion _of this. 
I department to go out to potential customers and try to sell 
the. bank 1 s services to them. 
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Completion: (9) The best bank program for tra'i'ning 
in customer relations that I have ever seen was or is 
Response ·Number of Times Given Percentages 
1. I don't really know any 
2. I haven't seen a good 
one 
3. The First National Bank 
of Boston 
4. Ours (on-the-job training 
·in customer contact work) 
5. No response 
Total 
5 36 
4 29 
3 21 
1 7 
1 7 
14 100 
The responses were very \veak to this completion, and 
.there was none that woul.d serve as illustrative for the 
group. 
Three of the respondents said they thought the First 
National Bank of Boston had the best program they knew of 
in this area. No attempt was made to say what they thought 
was particularly good about the First National training, and 
the author feels that on the basis of the total interview, 
these respondents didn't know much about the·First's 
program. Without a doubt, this question seemed to po~nt out 
the fact that there .is little knowledge about such training. 
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This is peculiar in view of the way banks constrlict training 
programs--for the most part they look at several other banks 
and then borrow what they need for their own. Since most of 
the banks seem to incorporate customer-relations training 
into other programs, it is understandable why the programs 
would be tough to recognize. 
Completion: (10) The most important type of 
training this bank offers is --
R~sponse Number of Times Given Percentage~ 
1. Orientation program 5 36 
2. Teller training 5 36 
2 3. On-the-job training 14 
\ 
4. Supervisory training 2 14 
Total 14 100 
An illustrative response would simply be naming a 
particular type of training. Of the types mentioned, the·. 
most singularly important would seem to b~ the tellers. 
From a customer-relations standpoint, the orientation 
programs might be rather superficial· because most of the 
employees woul.:Cl probably never deal directly \vith the 
customers. On the· job has already been noted as undoubtedly 
I 
I 
I. 
I 
I 
I 
I .,... 
I 
t· 
I. 
I 
I 
I 
I 
I 
I 
I 
I 
I 
64 
·the most common method of training·, and superviso:.y programs 
received only two votes here. 
Tellers are viewed, and rightly so, as being on the 
customer relations firing line at all times. The American 
Banke:~ Association reported that over eighty per cent of 
any ba~k' s customers are served by tellers. 54 Many bankers 
feel that at least two-thirds of the new business is direc-tly 
traceable back to a teller at their bank.55 It is safe to 
say that to the majority of customers, the teller is the 
bank. 56 In Chapters VII and IX some length is devoted to 
the teller training that rated so high on thi's particular 
completion. A surprise to the author was that supervi§ory 
training scored so highly. This may have been due to 'the 
train of thought the completions had set up for the 
interviewee, for supervisory tnaining is certainly utilized 
as _.later facts will substantiate. 
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Completion: (11) At this bank, formal trainin'g 
in customer relations is --
Response ·Number of Times Given Percentages 
1. Under other formal 
training programs 
2. Non-existent 
3. Done periodically 
4. Under our orientation 
program 
5. Done on the job with 
experienced employees 
(C f -- More than 
100% due to Total 
multiple responses) 
6 43 
4 29 
3 21 
3 21 
1 7 
17 C.f-
Illustrative Responses: A. Put in with other 
types of formal training such as our orientation program. 
B. Done every so often such as the time we had·a 
·consultant set up a six-weeks course for us to be run 
twice a year, or whenever an orientation program is used 
for new empioyees. 
The completion depended upon the interpretation of 
the word formal. Now in some banks, on-the-job training is 
considered to be a formal program in itself; and in other 
cases, where it ..;.vas placed under the orientation program~ 
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the banks considered customer relations to be importan~ 
primarily at the indoctrination stage. 
Completion: (12) The best method for training 
bank employees in customer relations is --
Response Number of Times Given Percentages 
·1. By handling customers 
(on-the-job training) 
2. Observing experienced 
employees in customer-
contact situations 
3. By the case-study method 
(C .f -- More than 
100% due to Total· 
multiple responses) 
8 57 
4 29 
4 29 
16 c .;. 
Illustrative Response: The best method is·to let 
the employee observe an experienced employee handle 
customers. Then put him on the job with the fellow he has 
been watching ·and let the older employee observe how he 
handles the job. This way, the experienced employee acts 
as a tutor for the new member of the staff. 
·In three of the four cases for observatiop, the 
respondents put their remarks along with the on-the-job 
training philosophy. This completion seemed to lend itself 
more to the interviewees' personal opinions than did the 
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others, and I believe the mention of the case-study method 
came as a result of this. SPECIAL NOTE: All those 
respondents who mentioned the case-study method held college 
degrees. This may hold some significance in that they wer.e 
generally younger people and may have used the case-study 
method in college or some special training occasion o If, 
as I suspect., personal opinion is expressed more freely in 
this completion, this may indicate some doubt. as to the 
complete merit. of on-the-job training. One of these 
respondents wanted to combine the two in order to get .what 
he referred.to as maximum effect from such a customer 
relations program. 
It is interesting to note that some of the 
respondents voted to set up a centralized customer relations 
progra~ fro employe~s from various departments to take 
together. Although not specifically stated, all the 
training referred to would most likely come under the 
auspices of an individual department in a bank and be 
administered by the officer in charge. If this were true, 
it seems logical that the common belief in diversified 
leadership being one of the better me9-ns to an end !would 
also be operating in the respondents' line of reasoning. 
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CHAPTER VII 
Findings from the General Data Material 
Source material and background data help to give the 
reader a better understanding of the nature of.the banks under 
study. This section is intended to provide such information, 
as well as the position.of authority from which the 
information was obtained. Also shown are the major services 
which the banks perform. These services have direct bearing 
on the type and extent of training the banks ·e:ugag~ in.· "'It 
was thought there might be a direct connection between.the 
size of the bank (by total assets, number of full-time 
emp·loyees, and bank classification; eo g., commerical vs ~ 
savings) and the budgets alloted for training in the field 
of customer relations. But the bankers did not choose to 
divulge any budgetary figures; so no correlation could be, 
drawn via this method. There is apparently some connection 
'petween the physical size of the bank and the types of 
taining programs they have; and the point will be covered •. 
SPECIAL NOTE: Although the findings of the survey 
are absed upon _fourteen major interviews (these· representing 
specific banks), this section, except for Questions l-3 i's 
_coded on the basis of twelve respondents, each being 
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representative of his bank's position. The forementioned 
exceptions, 1-3, necessitated coding on a fourteen-point basis 
due to the personal nature of the response (it directly 
involves the individual and his particular position or 
relation ship with the bank). The order of questions has 
been altered slight+y from the survey form to facilitate 
this presentation. 
Question: (1) What is the title of your position 
in the bank? 
Title of Interviewee's Position 
in the Bank 
1. Vice President 
2. Assistant Vice President 
3. Public Relations and 
Advertising Director 
4 •. Treasurer 
5. Assistant Treasurer 
6. Savings Department Manager 
7. Assistant Cashier· 
B. Br~nch Manager· 
·9. Personnel Officer 
Total· 
Number Holding 
the Office 
3 
1 
1 
3 
2 
1 
l 
1 
1 
14 
Percentage 
Holding the 
Office 
21 
7 
7 
21 
14 
7 
7 
7 
7 
100 
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Question: (2) What is the title of the person to 
whom you are directly responsible? 
Title of the Person to 
Which the Interviewee Is 
Directly Responsible 
Number Holding the 
Position 
Percentage 
Holding the 
Posftion 
1. The President 6 43 
2. Vice President 5 36 ... 
3. Treasurer 3 21 
Total 14 100 
The level of management that the survey encompassed 
was one step removed from the top. As expressed earlier in 
Chapter IV, the object of the study was to reach the training 
directors of the twelve banks. Since only one organization 
,has a training director listed as such on their organizational 
chart, it was- found that the training function is delegated· 
to officers of the bank bearing other titles~ All the 
officers. listed have access to the highest level of management, 
' 
and their duties require that they operate on th{s level.· It 
is not unusual for a person with the title of Treasurer to 
be in the personnel department of a ban~ and charged with the 
training function. This is a result of the tradit:Lonal 
banking system that has drawn officers from departments 
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within its own rank and file to fill newly-created positions 
such as Public Relations Director, Training Director, etc. 
It is unfortunate that the only .·training director li~ted 
as such .could not be reached directly. Yet, in the overall 
results, the author does not believe this factor alone 
detracts substantially from the findings of the study. 
Treasurers and vice presidents seem to be most 
frequently charged with the training responsibility. These 
officers are most· frequently· found in the Personnel and 
New Business departments of the banks 'in the Boston area. 
Combined, these positions held forty-two per cent of the 
population, while assistant vice presidents and treasurers 
btought the total to sixty-three per cento The fact that 
four other officer classificat·ions were found to be. in · 
such positions, substantiates the idea of in-bank selection 
for responsibility in this area. 
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. Question: (3) \\That is the primary function of 
your position? 
The Primary Function Number of Times Percentage o·f Times 
of the Interviewees Mentioned Mentioned 
1·. Personnel supervisor 5 36 
2.· Keeping the bank records 4 28 
3. Business development 
operations 2 14 
4. Branch banking 
operations 1 7 
s. Employee training 1 7 
6. Public Relations and 
Advertising Director 1 7 
Total . 14 100 
Question: (3a) What are the secondary or 
collateral functions of your position? \ 
Secondary or.Collateral Number of Times Percentage of Times 
Functions Mentioned Mentioned 
1. Personnel Officer 6 43 
2. Advertising and 
Public Relations 4 28 
3. Customer~ Contact Operations 3 21 
4. Training Director' 1 7 
Total 14 100 
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Primary and secondary functions place seventy-nine 
per cent of this population working in the personnel area, 
while thirty-five per cent are in business development. 
Of major importance is the fact that only thirty-five per 
cent of the combined tab1es would show officers dealing in 
advertising and public relations had anything to do with 
the training in that area for other employees. In the 
total sample, only one person had public relations as his 
major duty; but it was revealed that his duties in training 
were negligible. His chief responsibility was to project 
73 
the image of bank personnel on individuals to the potential 
customer publicso 
The conclusion the author reached was that most of 
the training done by banks. is on. the job and is handled by 
the ·various departments of the banks. These people engage 
in personnel work, help the department managers coordinate 
the training functions with overall bank policy, and 
channel new employees as well as experienced ones into 
positions where they are needed. With relativ~ly little of 
the training being controlled from a central service, the 
0 
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training function is viewed mostly as a secondary function 
for these people. Although each'interviewee is ultimately 
responsible to a higher officer of the bank, the responsibility 
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centers around functions other than training. Ten of the 
fourteen respondents acted at the highest managerial level 
for training consultation and advice. for department managers. 
Question: (4) The twelve banks used·-for the 
survey (note Table Number 2, page 75).57 
The' size of the bank has a great effect on the types 
and extent of training that is carried on in the Boston area. 58 
This does not mean, however, that the smaller banks are any 
less conscious of customer relations. The basic pattern, 
having been described as on~the-job training, is the same 
for all the banks. Size plays an important role in the 
·consideration of how much time can be devoted to training •. 
For example, a bank with only twenty-one employees is not 
able to release them for training during working hours. 
With so rew.em~loyees, it would be difficult to handle the 
daily rout:lne if even four or five were missingo In such 
cases, the banks generally try to hire.experienced 
employees to start with, then try to get them on the job at 
least a few weeks before the employee who has been·with the 
bank leaves o 
In most cases, the larger the bank is, the more time 
is spent training on banking hours. But some of the smaller 
banks utilize consultants to come in and give courses to'the 
Rank Or. of Bank Classification Total Assets As No. Of Offices . Apprmc. No. 
By Total Assets ,.. Dec. 31, 1961 in the Boston. Area of Full-Tim o:c e 
: Employees 
; 
1 National-Com- $1,782,361 567 28 3,000 
mercial ' 
~ 
H 
~ 
2 National -
Cc;i'iJ.nm:-cia.l 503 ,L:-86, 260 30 1,538 
r:::J 
~ ,_, 3 Trust C orirrn.er cia 1 lJ.50' 7~-8' OL~ 7 14 1,430 
<(: 
E-1 
<l' 
N r.:i 
L~ Mutual Sav-ings 378,817,926 6 185 
. ~ 0 
~ p~ 5 
Nutual Savings 355,868,090 2 200 
r.LJ Q) ~ 
rl r.l".:t 
,.0 C) 
qj 
E-1 f-l 
6 National-Com- 353,606,955 8 600 
mercial 
li-1 
H 
r:'" ;J. 
::c! 
7, Nutual Savings 229' 283' 1<6.-9 8 1.6,.0 
u n Trust-Commercial 88,716,361 1 500 u 
Q Trust-Gommercia1 5L~, 773,253 3 1L:.l 
10 Co-operative 69,710,760 1 L~4 
' 
11 Co-operative 55,415,660 3 55 
12 Co-operative 23)868,6L:.9 1 21 
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.employees for an hour or two each week. This not only leaves 
~he officers ·free to handle their primary jobs, but it does· 
not take the employees away from their work for any extended· 
period o£ time. This situation should puovide·training 
consultants with the opportunity to act as the training · 
department for smaller institutions. 59 It was found that 
the tenth-ranking bank had used this system in the field of 
customer-relations training. The biggest problem involved 
with this method is that it is· not continuous. If the 
training supervisor or director could be instructed in a 
program geared to continuing the customer-relations training 
on a periodic basis, this method wouJd approach what I 
believe to be an almost ideal training situation. 
NOTE: The rank order refers to the relative position 
of each bank in the sample. The relative position is derived 
from the total assets of individual banks., Since both trust 
companies and national banks refer to themselves as 
commercial banks, they have been preceded by the word 
11national" or 11 truse• to separate them from the commercial 
classification. All the savings·banks in this area m~st· be 
mutual under· _Ma~sachusetts bank charter regulations. . These 
should not be confused with savings banks in other parts of 
the country, where such banks are not required to operate 
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under a mutual charter. 60 
Question: (5) \fuat are the three primary services 
this bank qffers its customers? 
Res:eonse Number of Times Given Percentage or 
Total Res:eonses 
1. Loans 12 34 
2. Savings 10 29 
3. Trust Services 9 25 
4. Life Insurance 2 5 
5. Checking 3 7 
-,--
Total 36 100 
Question: (6) Which service is the most important 
to this bank on a dollar and cents basis? 
ResEonse Number of 'rimes Given Percentage of 
Total ResEonses 
1. Mortgage loans 6 50 
2. Commercial loans 3 25 
3. Trust Accounts 2 17 
4. Savings Accounts 1 9 
·Total 12 100 
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Differences in services place a natural v~~iance on 
the aspects of customer relations training that bank stresseso 
It is only natural that each barik would concentrate its 
ef~orts largely in the depart~ents ·that yield the greatest 
business. A savings bank would have a much greater staff 
for its savings division then ·would a trust company· that is 
primarily interested in commercial business. It then follows 
that since the savings staff would probably have more 
. employees in customer contact positions, by virtue of its 
size and importance to the savings bank, this departmen-t 
would require a greater share of that bank's. training program 
in customer.relations. 
A general breakdown of the banks in this.study 
revealed the following services to be most important to the 
banks involved. 61 
Tyre of Bank 
National Banks 
Trust Companies 
Savings Banks 
Co-operative Banks 
Most Important Dollars and Cents 
Service Offered 
Commercial loans 
Commercial loans and trust accounts 
Mortgage loans and savings accounts 
Mortgage loans 
Since mortgage loans are made by almost every private 
' 
I 
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citizen who buys ·a house, a savings bank, which is only half 
the size of a trust company, may .require about as many loan 
officers. This example is used to illustrate the relative 
importance of customer relations training to our hank vs. 
anothero Tellers seem to be the most widely reorganized 
customer-contact personnel. All the respondents stressed 
the importance of good tellers, and most ·of the bankers 
give them priority in the training programs they offered. 
This tyPe of training and others will follow in Chapters 
IX and X. 
Question: (7) This was an inquiry as to the number 
of separate accounts the banks had. It was hoped that this 
· fact could be integrated with the number of employees and 
' 
other factors that indicate the size of each bank. However, 
lJ the interviewees reported ti:-ey had no way of obtaining 9uch 
information. Many customers. have several types of accounts 
with a single bank, and there is no easy way of determining 
how many duplicates, of the same person, would be included 
in any figure that could be given by the bank. After the 
interviewing was completed,: this question was deleted from 
the survey. 
\J Question: (8) This asked for an approximation of 
the public-relations budget. None of the banks were wi.lling 
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to give the author the amount they spent on pu~lic relations 
or adverti~ing. The best data that could be gathered wa~ 
that seven of-the banks operated on a one dollar per one 
thousand dollars base for their advertising budgets. If, 
for instance; the total assets of a bank were $56,720,410, 
the advertising budget would b~ about $56,720. This system 
was originated by advertising firms as a general guide for 
business to follo~ in determining how.much to spend to sell 
their products. In the case of savings and co-operative 
banks, they contribute to their state-wide organizations, 
who prepare a great deal· of their advertising material. 62 
This cooperative method has been found to cut costs by 
·about twenty per cent, according to three of the interviewees, 
from whom this information was gathered for this thesis. The 
competitive aspects of banking are apparently not hindered 
by this collective ~dvertising, and I would not be too 
shocked to find other types. of banks forming collective 
organizations in the near future. 
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CHAPTER VI I I 
Some Types of Formal Training Offered by the Banks 
Formal training will herein be defined as any bank 
training that has a prescribed course of training. \ The 
formality of' a training program depends primarily upon the 
planning that has gone into the course. Schedules must be 
created to insure the allotted period of time ·f6r the 
program is not wasted. Methods and materials used in the 
training should. be carefully selected for the purpose to 
which they are aimed. Above all, the course must have an 
·ultimate goal. In this case, the goal being_ sought was 
improved customer relations through formal training programs~ 
NOTE: Code for type of bank: NT -- National, 
TR Trust, SV -~ Savings, COP -- Co-operative. 
Question: (1) · Does this bank have any formal 
training programs? 
ResEonse Ty:ee of Bank Total-Number ResEonding Percentage 
of Total 
Yes NT. 3; TR. 1• 
' 
·6 so 
sv. 2 
No COP. 3; TR. 2· 
' 
6 50 
sv. 1 . .. 
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The banks were found to be evenly divided, half with 
some type of formal training and half without. 
Question: (2) Does the bank get any help in 
designing or giving these courses, e.go, by banking 
organ.ization s? 
Table Number 3 on page 83 gives the complete break-
down of sources for training materials and the banks that 
use them. (Inventory of Training Idea and Material Sources) 
The chart also shows whether the·material from these sources 
is from within the Dank itself, or from outside the bank 
training. 63 It can be easily seen that the lar~est 
commercial banks and savings are the lowest users of 
internal programs.. The American Banker's Association and 
The American Institute of Banking are heavily used by all 
of the banks in. this survey. 6+ It would be well if more 
. 
banks looked over what their :eellow bankers. were doing--it 
might give them some ideas that could improve ce;rtain P.arts 
of their training programs. 
Question: (3) Deals with the selection of new 
em~loyees by the banks for their training·programs. This 
data is integrated into the findings for the formal and 
informal training programs. ·· The new employees are generally 
handled by the personnel depar~ent, which hires them to· 
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fill departmental vacancies. In some cases, however, such 
as the executive training program described, the prospective. 
employee is interviewed by· the top management of the banks. 
After a new employee is placed in his job, it then becomes 
the duty of his department manager to see that he is trained 
properly. At times, the personnel department and the training 
director, who is usually under that department, "W_ill coordinate 
\ 
their efforts with those of 'the department manager. 
Question: · (4) Inquiries as to the selection of 
experienced employees for training programs. 
This data has also been integrated with the codings 
of the programs. The personnel department frequently has 
more to do with.assigning experienced employees to training 
programs. The general procedure is for department managers 
to recommend their employees for training that will lead 
them into better jobs in the bank. The personnel departments 
have on file the efficiency reports of the employees,·which 
are often used when selecting promising employees for 
advancement. The items go into selecting experienced 
employees as a rule. They·are: 1. Recommendations of 
their departme~t manager; 2. their past record with the 
bank; and 3. their desire and intere.st for moving into 
another area of the bank to better themselves .• 
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In Appendix B can be found the codings fo:s_ formal 
training programs of the banks. I think it best that a 
brief explanation be given about the method that was used. 
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The first four types of progr~s are found to be in operation 
in at least eight or more of the banks. I took what I 
thought was the best of each and \vrote them into the 
intensified data collection forms. These programs can be 
noted by the asterisk and words "Best Example of Survey, n 
which appear in the upper right-hand corner of the page. 
~he author felt this was the best method under the circum-
stances since a mass coding of several banks· might not give 
a clear ~ndication of exactly what any individual one was 
like. 
After·these four come six other intensified examples 
of formal training programs. These six are the results of 
the survey findings for individual banks. The programs 
studied and coded were those which the author felt dealt 
most directly with personnel in customer-contact positions 
or managerial personnel who were training to preside over. 
other employees who would be in such positions. None of 
these program codings is intended to be representative 
of the other banks but merely point up what the author views 
as the types of programs that are most directly involved 'with 
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the area of study 
The later portion of this chapter consists of a 
summary of the forementioned progr~s. Each of the ten 
programs has been summarized separately; first from the 
aspect of the coded findings, and the second with the 
author's summary statement concerning each of the programs .. 
It.is hoped that this method will make it easier for the 
reader to extract the most salient points.from the data 
quickly. This material can be further studied at the 
discretion of the reader if he so chooses. to go over the 
complete codings that can be found in the Appendix. 
Question: (5) Does this bank have any type of 
training that you consider to be specifically aimed at 
developing better customer relations? 
Response- Number of Times Given Percentage of Total 
No 11 92 
Yes 8 
Total 12 100 
' Illustrative Response: In just about all our 
training programs we try to impress upon our customer-
contact. employees the need for good customer relations, 
but we do not run any single program devoted entirely to 
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customer-relations training per se. 
There was only one bank which had a course devoted 
entirely to customer relations· training. This course, as 
described in the formal training codings of this chapter 
(note Appendix B), was constructed and run by our outside 
consultant. This bank felt the .results were somewhat 
superficial.on the first attempt, but they feel the area is 
so-important that they are willing to make another try at 
it soon. 
Question: (Sa) How do you think these other 
.programs aid the bank's customer relations? 
The response to this question can easily be 
illustrated as follows: The programs of training that. we 
have are all aimed at one thing-·-providing better service 
for.our customers .. The stress of good customer relations 
. 
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in these courses is the emphasis on the human element. When 
we haye better-trained employees, who are aware of the 
importance of this human element, we will have achieved better· 
customer relations for our bank. 
The above theme w~s carried by· all, save the one 
bank that tried to implement a customer relations program 
per se. It is the author's feeling that these other programs 
deal with the problem in a superficial manner and have 'no.t 
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really faced the problem itself. Unless the banks. realize 
this soon, I fear they will only compound the problem for· 
themselves. If employees are just given a smattering of 
•. 
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what customer relations_is about,:this may lead them to 
conceive ideas which are incorrect and unfounded. If the 
bank tries to train them, these notions (which will now be 
preconceived) will be hard to break. At the bank that tried 
a program in the area, I was told that many of the employees 
tenaciously clung to old ideas about their cust·omers and 
were hard to budge. Regardless. of this fact, the bank 
tried, and I hope it will not be too long before many others 
start to follow suit. 
\ 
Summary of Formal Training Programs 
The following ten programs are examples of the types 
of formal training being given in the banks this survey 
covered. Complete coded data for each program may be found 
in Appendix B. The first four programs summarized here are 
those considered to be the best of their type by the author. 
The remaining six are examples of other types of formal 
training given in.other areas that are related closely to 
customer relations. 
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1. Executive Training 
Eight banks utilized some form of executive training. 
These programs have as a general goal preparing employess· to· 
assume positions as officers of the bank. The program I 
selected as the best encompassed three months of formal 
training. All the trainees are college graduates who are 
hired to go directly into the training program. Each 
applicant is screened by the personnel depart~ent and 
interviewed by officers of the bank. Three or four 
trainees are accepted each year for this program, which means 
that competition is·rather keen for a place in the class. The 
trainees are rotated throughout various departments in the 
bank where the department managers act as instructors·. 
Periodic meetings are held when all the-trainees come 
together for special conferences with the president or 
senior vice presidents of the bank. When the three months 
are over, the trainees express a preference as to which 
department they would like to start work in. 
Texts are· recommended by the department managers 
and· at the special meetings by the senior managerial-
officers. These are available in the bank library, and the 
trainees are encouraged to use the library frequently-.· No 
special equipment is used except that of the department in 
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which the trainee is working, e.go, bookkeeping. It is the 
bank's intent to give the employee a total picture of the 
bank's operation before he starts in any special area. 
They feel that careful screening gives them the type of men 
who will best profit from this big ·picture approach. After 
going to the department of his choice, the trainee usually 
makes about two or three changes during his stay with the 
bank.· It is assumed that he wi~l become a specialist 1n 
the area of his choice, and he is epcouraged to take any 
and all training he desires as a means to this end. Al'l 
costs are absorved by the bank, since the trainee is a full-· 
time employee. 
I think this program is particularly interesting· 
because it combines on-the-job training with a formally 
structured prqgram. The toughest part seems to be in the· 
selection process of college<graduates. The bank likes to 
get liberal arts majors who-also have backgrounds in 
accounting and·economics. Since most college programs are 
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not set up this way, it is rare that the d~sired combination 
·can be found. All factors considered, ·I feel this bank is 
headed in the proper direction. I think the formal training 
period will be extended and that basic or core courses will 
be instituted. Several other banks have similar type programs 
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arid will undoubtedly strengthen them in the near future. 
2. New Employee Orientation 
All the bankB find it valuable to. orient their new 
employees. Most of these orientations are considered by 
the banks to be formal in nature. This is probably due to 
the fact that bank policy makes some type of orientation 
required. The best program in this area consisted of two 
full days devoted to lecture, tours and a film. The 
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program was conducted by the vice president in charge of 
personnel. He in turn brought in the president of the bank 
and various department managers to explain the many functions 
of the bank. Only fifteen employees were oriented ,~t one 
time, and herein lies the biggest drawback. The bank waits 
till they have at least ten new people before they give an 
orientation. Since the bank is of good. size, the turnov~r 
rate·should be great enough to facilitate fairly frequent 
orientation periods. But-.o:.conceivably, a new employee might 
have to wait several weeks to have the benefit of the formal 
program. Of course, the personnel department would in the 
mean time give the employee a handbook and try to fill him in 
on the most basic points of·information. 
The expressed purpose of this training is to acquaint 
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the new employees with the bank and its functions. I think 
it does the job well. The class is given a handbook (one 
book) that contains all the basi·c· information such as.: 
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Vacations, wages, ·loans, regulations, publications, etc o 
Since the employees know nothing of the bank, the lecture 
method seems most appropriate. Charts and other visuals · 
are used to illustrate major points by the speakers as they 
give their presentations; e&g., chart for the ?rganizational 
structure of the Depositors Service Division. The film used 
for the orientation gives a listing of banking. This is very 
good because most new employees have never been exposed to 
such information. A tour of the bank r s physical plant gives 
the class an appreciation for the scope of operation. The 
great majority of new employees will be girls right-out of 
high school who will never see these departments again; but 
at least they will know they exist. This type of program 
would not be practiced for the very small banks, but within 
the frame work· of the institution giving this program it 
fits very well. 
3. Charm School 
Several banks were found to conduct "Charm Schoo i.'s." 
For the most part these programs are.conducted for women _only, 
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but in at least one case men attended also. Since the nature 
of the mixed program was very different, it will not be 
discussed here4 The purpose of a "Charm School" is to 
' .instruct female. employees in personal appearance and how .to 
deal with customers. This course is conducted one day a 
week for three weeks by profes.t:;ional women specializing in 
the areas of ipstruction; e.go, hair stylists, clothing 
consultants, etc. It is under the direction of a personnel 
officer who is charged with explaining- the purpose of the 
course to the class and making all arrangements for the 
meetings.· 
The course came into being as a result of the great 
number of high school graduates who were hired as clerks, 
' 
secretaries and rec~ptio~ists by the bank. These girls 
had never worked before, and it was found that they did noi: 
dress nor receive customers in a manner considered to be 
good customer relations. A Charm School seemed to be the 
answer. The personnel department absorbs all costs. These 
are relatively small because many'business firms are more 
than willing to send their specialists over to talk to the 
girls--it's good business for them to do so. &1 examp1e or 
two is in order: Jordan Marsh sends a clothing consultant 
to tell the girls what basic items are regarded as su:Ltable for . 
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a business-like appearance. Filene 1 s sends a hair stylist, 
and the-New England Telephone and Telegraph Company sends a 
woman to talk .about proper phone· procedureso 
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Most of the speakers bring props to illustrate their 
points; e.g., the telephone company uses a teletrainer. This 
machine records a conversation between two of the students 
then plays it back so they can check. and correct their 
mistakes. Pamphlets and brochures are usually distributed 
by the speakers at the end of each session. This training 
has proven to be of mutual benefit to the girls and the 
bank. Most of the employees enjoy the sessions, and often 
ask to return from time to time. r·believe this bank and 
the others with similar programs have not only solved a 
contributing problem for customer relations, but they have 
improved their employee relations as well by giving a kind 
of training that has personal benefits for the girls. 
4. Teller Training 
Every bank realizes the need for polite and efficient 
tellerse The considered opinion of the banks in this study 
may be sTh.Llille.d up by sayin'g that good tellers ar·e trained, 
not born. ·rn an attempt to compensate for training 
limitations, smaller banks often try to hire experienced 
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tellers, but most of them still require an apprenticeship 
so that the new teller can become familiar with the bank's 
methods. All teller tr~ining utilizes on-the-job learning, 
but I think that the best way is to incorporate this with 
a period of classroom work. My reasons for this belief are 
two fold: 1. The procedures an~ equipment used can be 
eA~lained in such a_~ay as to promote uniformity of work. 
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If several tellers are training new employees separately, 
there are .bound to be variations in ·the 'way thi"f!gs ·are· done . 
2. A trainee can be put on his own faster by virtue of· the 
fact that he can be examined to check his knowledge, and any 
particular problems can be corrected· at ·once before they 
develop into bad habits. 
Other banks that did not use classroom training 
said that it took an average of four to six months to train 
a teller to really be on his own. The program that is 
summarized here puts .a te_ller. on' his own in less than three 
months. This program draws from employees who have worked· 
in the bank for at least a year and who have expressed the 
desire to be a teller. These volunteers are recommended by 
their department managers and se~ected by the personnel 
department and the chief teller. Next they begin a three-
week period of classroom training. Costs are charged to·the 
I 
I 
I 
' 
I 
I 
I 
I 
I 
I 
I 
. I
I 
I 
I 
I. 
I 
96 
personnel budget. (The training director and his budget 
are a sub portion of the personnel department in this bank). 
The course consists of lectures, a film, role-playing situations, 
use of machinery that tellers must operate, mathematical 
exercises and required readings in text bQoks and a teller's 
' 
manual. Periodic examinations are given, and the students 
must maintain an average of eighty per cent in order to 
remain in the course. 
Following this three-week period, the .fledgeling 
tellers head for the·banking floor, where they are assigned to 
work with senior tellers. Since the senior tellers have been 
through the program themselves, they are familiar with the 
entire procedure. This eliminates any possibility of· the 
senior teller neglecting his duty of helping the trainee. 
After a month with the experienced teller, the trainee is 
. . 
put on his 'Own. He will be watched and evaluated for the 
next month by his senior associate, and 'the chief teller • 
When this probationary period is ended, he is considered to 
be fully operational by the bank. All tellers are reviewed 
every f.our months at this bank by the manager. This· is 
. . 
done in order to make accurate recommendations for promotion 
to other jobs within the organization. I feel that this 
program demonstrates the value of classroom work in training 
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of this type. Not only has this bank been able to speed up 
the training process, but they have found that these trainees 
have reduced errors and that many have gone on to become 
officers. 
In summary of these.four programs, I should like to 
note the following points: A. The training costs are 
absorbed mostly by the personnel departments. All the 
trainees are full-time employees of the banks, and it is 
therefore felt that costs are a function of the operational 
procedures in that department. B. "The instructors are 
almost always officers of the bank who are greatly 
experienced in their particular field. The training 
director has an instructing role to play in each of the 
programs. This means that he must have a very broad 
kn~wledge of his bank's operation. c. ~he special 
qualifications necessary to become a trait?ee vary greatly 
from course to course, but as a rule there is some sort of 
screening process involvedo This is usually based on 
recommendations of the employees' department managers and 
.an evaluation by the personnel department. D. The format 
o.f these courses is evenly divided with on-the-job training 
and lectures. It should not be assumed that the larger banks 
use lectures· and the smaller ones are forced to· use. on-the-job 
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training only. The format appears to be only a reflection 
of the method that seems best for'the individual bank. 
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E. Films, textbooks and visuals are the chief training aids 
being used. F. In all four of these courses, the training 
facilities were found to be .very good. This is not surprising 
since these were s.elected as the best examples of training 
for their specific areas. I think these courses demonstrate 
just how effective employee training can be when it is 
carefully structured, designed to meet a specific need, and 
operated by competent in structor.s. 'If more of the banks would 
take advantage of the proven traininp experience of their· 
neighbors, customer relations training could.go a ~ong way 
in its development. 
5. Principles of Bank Operations 
This is designed to train employ.ees to assume 
managerial responsibility in a.ny of the operational departments 
of the bank. 1welve department managers and three other 
executives conduct the seventeen two-hour sessions that make 
up the thirty-four hour course. All the trainees must be· 
acting in at Least a secondary managerial capacity at the· 
time they are selected for the.program. The selections are 
made by the department managers, so in essence it amounts to 
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Table No. 4 
INVENTORY OF TRAINING EQUIPI'-lENT 
Rank Order N-~ber 
Of Banks Using Item 
em o_ ....... qu~pment 1 2 4 3 5 6 7 8 9 10 11 12 
~ lx K lK lxl X X 
·r 
..,,.. 
),. ),. 
.t"!.. 
16 11M: Motion Picture Sounc 
Projector 
35 f.fr1 Slide Projector witl X X X :z 2) X ~ X film strip attacbment 
Vie~vgraph Projector X 
Opatque Projector X 
~ 
Tape Recorder X X X X X K v _'\. 
Wire Recorder X c 
Bla.ckboard X ,,.. c ... ,.. X ... ,.. X v .X ... ,.. ... ,.. "<T .(),. L\.. - ..£),. ..!~ A L\.. ..!"!.. 
Flannel Board '' v c ~ ·r v X X .!~ .L),. ),. L\.. 
Flip Charts. X X 
,,.. 1{ X X X X X X L\.. 
X Training Room X 
..,,.. X X ,,.. "<7 ... ,.. ...,.. .(\. .(). _,.,_ L\.. L'-
X Conference Room X X X X X X 
... ,.. X X X X .L\.. 
Bank Library X 
-.;r X '<T X X X X X .('_ A 
X ... ,.. X X If" X X X X X X Text Books .(\. 
'( pc r ,,.. X X X X ,,.. X y X Professional Journals ). Ll. L\_ .L.-
Special Reports and X X (C X X v X y X X X X .. · . _'\. _),. . . 
and Studies 
Other Special Aids ~ X X X 
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the boss sending his assistant. Each session is carried on 
-via the lecture method with a question and discussion-period 
following. 
The basic text is in banking operations with · 
supplementary reading materials assigned from the bank 
library. Mimeographed hand outs _for reading assignments and 
special data are diqtributed to the class. The blackboard 
and flannel board are frequently used· by the instructors to 
illustrate their presentations. It was'noted that the· 
training room being used for the course was well equipp.ed 
.and structured so as to be conducive to the training 
situation. I feel that this program· is ·an important link . 
in the cutromer relations chain of action. These trainees 
will ultimately be in complete charge of many employees who 
in turn will be in customer-contact positions. .The lead~rship 
that these trainees will some day exert can be a critical 
factor in the custom~r re_lations effort of this bank. If 
this aspect of leadership is stressed throughout the course, 
the bank should profit considerably. 
6. Life Insurance Seminar 
The expressed purpose of this program is to instruct 
employees in all phases of Savings Bank Life Insurance so 
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' that they may better service the bank r. s customers in this 
area. This course should have a direct bearing on the · 
customer relations of the bank, because all the trainees 
will be-in direct contact with customers. The·instructor is 
the trainer of the bank, who has as a collateral duty the 
management of the life insurance department. T\vo meetings 
of two hours each for a period of three. weeks make up the 
course length. All the trainees must be experienc.ed in 
other phases of bank operation· before they go into the life 
insurance department. l'his factor, along with the condition 
that all trainees must be sales personnel for that 
department, go to make up the requirements to make the 
course. It is given whenever the need arises, but there 
must be at least three students. If. a new employee in the 
department really needs the course, it is given to him in 
the form of take-home assignments .• 
Under normal conditions, the class consists of a 
brief lecture on a pre-determined area of insurance. T\vo 
films and a text· are used as well as handout sheets 
containing notes explaining major points of the lectu~e.· 
Several req:Uired readings are used, and these are found in 
the bank's library. It is hoped that the members of the 
class will take the responsibi·lity on themselves to do 
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additional readings in the subject area. ·The training room 
is actually a conference room, but it suits the·class purpose 
farily well. I think the biggest drawback would be for 
projecting films, but apparently the instructor has found 
no particular difficulty in doing this. More stress should 
be placed on the fa~tor of doing business for tpe bank. At 
this time the greatest emphasis is on the service aspect, 
and this alone does not make for better customer relations. 
7. Improved Customer Relations 
I found that this particular program dealt more 
directly with the.area of study than did any of the others. 
It was designed to be given periodicalLy ·by an outside 
consultann to employees in customer-contact positions. The 
instructor has a rather good background in consulting work 
for banks, his experience totals eight years. Budgetary 
matters are charged to the Advertising and Public Relations 
department of the bank, and it was intimated that the costs 
were not exactly small. 
The course ran for six weeks: Two hours per day--
one day per week. It was felt that twelve hours would be 
sufficient for a basic course of this type. A lecture format 
was used with a discussion led by the instructor following 
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""" each session. Several visual aids were used, inc'ruding two 
films, a film strip, blackboard and charts. Host of the 
class was made up of tellers and clerks, who met the bank's 
customers daily. No officers ~vere among the trainees who 
took this course. This does not 'mean the course was 
designed for subordtnates only. It was felt by the 
management that officers might upset the rapport of the 
class. 
It was unfortunate that the training area was far 
below that which it should have been. A poor classroom 
can do much to detract from the learning process. At the 
end of the course, the training director ran a critique by 
having those who took the course answer a questionnaire .. This 
was done anonymously to encourage free criticism of the 
program by subordinate employees. Evidently the desired 
effect took place, because the ex-trainees showed their 
displeasure with the program they had been given. Foremost 
among the complaints was that the material was not tangible 
enough. It may be that the 'area of human relations seems 
too th~oretical for the employees to handle. This may be 
due to the fact that anything that deals with psychology 
seems unreal to older employees who have never had the 
opportunity to study it. 
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I think this program is basically heading in the 
proper direction, but it may have been a real mistru<e.not 
to start by training the management. Now the ex-trainees 
have no source of interpretation, but fellow employees on 
their own level. The consultant might better have been 
utilized to train management, who in turn could have 
trained the employe~s. If this had been done, examples 
could have been drawn from past experiences in that 
particular bank, thus making the course· seem more realistic 
to the class. 
8. Depositors Service Training 
Depositors Service is the title of a division that 
is sort of a catch-all for many types of customer pro_b_lems .. 
The division concerns itself with almost every type of ioan 
s:i. tuation. These may range from personal loans to· the l'arg·e 
commercial variety. In additio~, the division handles 
complaints on all types of accounts and the multitude of 
problems that go along with them. Hith this in·mind, it 
is relatively easy to grasp 'the need for good customer 
relations action on the part of the employees in this 
division. 
The program.is aimed at developing better techniques 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
II 
II 
II 
Jl 
II 
II 
11 
11 
105 
for solving customer problems and handling difficult 
customers. Two vice presidents and two assistant treasurers 
take turns leading.the class which functions primarily as a 
discussion group. Most of the expenses for the course are 
charged to the depositors s~rvice budget; some costs are 
taken care of by the personnel department. All the trainees 
are members of the Depositors Service Division. The bank 
would like to have the members of this division go though 
this training program, that consists of eight two-hour 
sessions. Filmstrips, the blackboard and handout materials 
are used. There are no specific texts, but readings are 
assigned periodically from materials in the q~nk lj.brar_y ! .. 
Case studies play a major part in training method. 
The classes center aroun·d actual cases from the 
bank's files·. These cases ar~ mimeographed and handed out 
at the end of each meeting. The trainees take them home, 
study them, and write up what they believe would be·the 
best method of handling the problem. At the class, the 
instructor tells what was actually done, then all the 
.trainees give their suggestions and discuss the pros and 
cons of each.· Current problems are also mentioned if they 
/ 
are similar to the case under consideration. · Role playing 
situatioos are sometimes used to try and correct any bad· 
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·habits the trainees may h~ve when dealing with customers. 
The training room i·s comparable to the ·example given in 
Figure 2A. This training method seems a rather pr.actical. 
way of. fulfilling the expressed objectives. I think that a 
few basic readings in some human relations text might help 
the trainees to better understand the methods they are 
using, and as a result get much more out of them. 
9. Branch Training Program 
The expressed purposes of this progr&~ are two fold: 
i. To train personnel to be bran~h managers and assistant 
branch managers, and 2. To train business development 
personnel in banking services that can be offered. All costs 
are absorbed by the. bank and charged to the personnel 
department 1 s budget for the five-week course. Each member 
of the class rotates through twelve departments, with each 
department manager acting as an instructor. All these 
managers are officers of the bank, with several years of 
experience in the1r specialties. 
Informal lectures are given in conjunction with an 
on-the-job situation as the trainee rotates through the 
departments. No more than two employees are in one 
department at any time. Periodieally the class meets together 
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to hear. speakers on related areas of·operations. At these 
times a conference room is used that suits the purpose well 
enough for this part of the program. The department managers 
may suggest readings while the trainees are with. their 
department but no examinations are given to check the trainee. · 
These collective sess~ons should place more emphasis on the 
basic principles of good· customer relations. I realize the 
basic purpose is to acquaint the men with the various · 
services the bank has, but meeting the bank's customers and 
the human problems therein are equally as important. 
10. Supervisory Training 
In so far as training assistants to take over 
man~gerial duties, this course is similar to the operations 
program described earlier. But that progra~ was devoted 
primarily to the work itself, where this one deals mostly 
with the human factor--the employees themselves. How to 
run a department is not the same as running the people in 
it. ~~o vice presidents and.three assistant treasurers 
handle the ten-hour course. There is one two-hour class 
each week for five consecutive "~;veeks.. The personnel 
department foots ·the liill for these trainees who must he 
in positions close to that of the managero 
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The lecture method is used with a question and 
answer period at the end of each class. One film is sho"m 
that depicts the solving of a personnel problem. No special 
texts are used, but mimeographed material suggests readings 
to be found in the bank library. I think.the facilities 
available for this course were very good. The training room 
was comparable to Figure -2-A which I have used as a model. I 
think the program would be of more help if role playing 
situations were utilized and class discussion was made more 
important. This training is important because unhappy. 
employees are not going to help the bank's customer relations 
endeavors very much. The program is designed to prevent such 
situat~ons, but the stress on customer relations is too weak. 
It would be very difficult to SUIIll."ll.arize these programs 
as was done for the first four programs. This is because 
. -
these programs are not widely in use at all the banks, but 
rather were selected for their proximity· to the general area 
6£ customer relations. The other programswere more·highly 
' 
developed because they were recognized important by almost 
all "the. banks and in turn each bank has worked for some. ti~e 
to develop them to the pint where they. are considered to be 
very effective. I do think,· however, that three very-general 
comments .can be made with regard to programs five .to ten. 
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These are: l. The programs seem to be viewed more as a 
means to an end within themselves. By this. I refer to the 
fact that they re-channeled so specifically that an 
important area such· as customer relations is often 
overlooked. 2. In general, the facilities are not quite 
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as good as they were for the first four. This is explained 
because the others are more highly developed. 3. The 
programs th&-nselves are much looser. Many do not have 
standard reading references and in fact much of the training 
is at the discretion of the 4epartment managers who teach. 
I conclude that the word formal has been construed by the 
bankers to mean any type of program·that has been put on 
paper and in which somebody is called an instructor. This 
is not meant to be a criticism~ but rather an accurate 
statement based on the information this study has revealed 
for formal training. 
.'Training Faci 1 ities and Ecuipment 
T4e last. portion of these codings dealt with 
training facilities and equipmen_t. _Both were integrated 
with each of.the training programs. In addition to this, 
Table 4 on page 99 graphically represents the items· of 
equipment and facilities that each bank owns and utilizes 
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for their training programs. ·Figure 2A, page 110, is a 
floor plan of one training room for th~ State Street Bank 
and Trust Company. 65 It was used as a measure for the other 
·training rooms because the author felt it best exemplified 
what a bank training facility should look like. 
In summary of this chapter, I should.like to note 
the exce~lence of several bank programs presented here. It 
only prove~ that the banks do have enough to work with 
when they see a definite need for training in a particular 
area. If this concern could be carried over into t~e ar~a 
of customer relations, I am sure the Boston banks could be 
second to none in this training area. 
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CHAPTER IX 
Informal Training Programs 
Informal training is regarded as any programs which 
do not adhere to set plans or course outlines. These 
programs utilized very few training materials'to accomplish 
their purposes. The training is on-the- job training as far 
as the twelve banks surveyed are concerned. This is the 
most important type of training done at the banks with reagrd 
to the total number of employees. Over eight per cent of all 
_ th.e employees in the twelve banks learend this job via this 
method. On-the-job training for employees in customer 
contact positions centers on tellers and orientation programs. 
.All departments that train informally seem to do it on the. 
job. The responsibility for the training lies with the 
head of the department. He in turn utilizes his experienced 
employees to show the newcomer what he is to do and how he 
is to do it. 
Survey Results: NOTE -- All the codings in this for 
this question are based on the replies of twelve banks .. 
Question: (2) Does this bank have any informal . 
training programs? 
Response ·Total Number Responding 
Yes 12 
Percentage of Total 
100 
I 
I 
r 
I 
t 
l 
l 
I 
t 
lf 
I 
113 
All the banks intervie\ved said they did have informal 
training programs for their employees. 
Question: (2a) What are the title of these programs? 
Response · Total Number Responding 
Tellers Training 
Orientation Program 
All other departments 
of this bank 
(C t -- More than 
100% due Total 
to multiple 
response) 
5 
6 
12 
23 
Percentage of Total 
43 
50 
'100 
c I 
Question: (2b) What are the lengths of these 
programs? T Tellers; 0 -- Orientation, Oth Other 
Departments 
Response Total Number Responding Percentage of Total 
T 3-6 months 3 66 
T 2-3 months 2 33 
5 sub-total 100 sub-total 
0 1-5 days 5 83 
0 1 day only 1 17 
6 sub-total 100 sub-total 
Oth I do~'t know 12 100 
(C t -- More than 23 I 100% due to Total c 
multiple response) 
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All of the banks give informal training in their 
various departments. They could not respond as to the length 
of these programs. The teller-training (on the job) ~asted 
between three and six months, while the orientation programs 
lasted from one to five days. 
Question: (2c) What are the approxi-;nate budgets for 
these programs? The budgets are of no consequence to the 
findings because they are absorved by the persc;mnel 
departments for tellers and orientation; while the other 
departments absorb their own. 
Response Total Number Responding 
T. They are put on 
· the job and trained 
by an experienced 
employee 
0. They are instructed 
by the personnel 
supervisor and their 
department manager 
Oth. They are instructed 
by their department 
manager. and experienced 
5 
6 
employees 12 
Percentage of Total 
100 
100 
100 
The customer relations ·training that is.most directly 
involved with f·ace-to-face customer contact is the teller 
~rainingo Orientation programs under informal.training mean 
little except for those employees; e.g., girls who will be 
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secretaries and receptionists. The only other value is' the 
basic impression that their bank is a good place to work and 
that it is their responsibility to speak favorably for it 
off tlie job. It has al~eady been.shown that unhappy or 
mis-informed employees can damage a bank's reputation .off 
the job by their words about the instituion. All the banks 
use written materials that are given to the employees while 
they are training on the job. It would not achieve any 
further purpose to tey and develop more information on the 
other departments and the particulars of their work. No 
other information was given on films, lectures, etc., but 
none of the respondents could remember any special aids 
\ being used because the training is all on the.job. 
Question: (3) Do you feel these programs aid the 
bank's customer relations? If yes--how?. 
Response Total Number·Responding Percentage of Total 
Yes 12 100 
The respondents all agreed. that any type of 
t~aining helped the employee do his job better, and as a 
result the whole bank functioned more smoothly and 
( 
efficiently. Those in customer-contact positiDns, such as 
tellers, would do a better job of proj ~cting the bank'. s image 
as. a re'sult of utilizing the experienced employees at work. 
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Question: (4) Applicable for formal programs 'of 
training only. 
Question: (5) How are new employees selected for 
the on-the-job training programs? 
116 
Response Total Number Responding Percentage of .Tot.al 
By department heads 4 33-
By the personnel department 8 66. 
Total 12 100 
Most of. the new ~ployees are selected and hired by 
the personnel departments of the banks to fill particu~ar 
vacancies. It was somewhat surprising to find that in · 
thirty-five per cent of these cases, the department manager 
actually had the responsibility of making the selection. 
This system would be" fine if the turnover was not too great 
in any particular .department and if the staff was small. 
Otherc.vise, the manager might be spending too much of his 
time interviewing prospective employees to fill positions in 
his department. \. 
.I· 
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Question: (6) How are experienced employees 
selected for these programs? 
Response Total Number Responding Percentage of 
Total , · 
By department heads 9 78 
By the personnel department 3 22 
Total 12 100 
The experienced employees are chosen most frequently 
by the department managerso This would not be as much 
trouble as selecting new employees because the depa~tment 
manager would have personal recommendations of the 
employee's superior. He would also have evaluation sheets, 
which are kept in all the banks surveyed. These reports · 
keep track of the employee's attitude, ability and potential. 
They have become an extremely valuable tpol for selection 
of employees to fill other positions in banks. 
The in:fomal training carried on at these banks is 
very loose. It is so loose, in fact, that it is almost 
impossible to give an accurate evaluation unless one has 
taken t.he training· and has been able to note its merit first 
hand. None of these programs are directly aimed at better 
customer relations for the bank. This system has some 
merit, but. I feel it is really too far. removed from the 
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p~oblem at hand to be of any great or lasting value in customer 
relations training in banks. 
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CHAPTER X 
External Training Facilities Available to the Banks 
It has been noted throughout this study that the 
bankers have made reference to the causes of study prepared 
and given by different banking organizations. I think it is 
most appropriate that this study should include some data on 
their training facilities, because so many bank employees 
rely exclusively on them for their banking edu-cation. 
The American Bankers Association is the national 
organization of banking. 66 It was formed to promote the 
general welfare and usefulness of banks and financial 
institutions. ·The educational arm of the Ao B. A. is the· 
American Institute of Banking. 67 It was formed to provide 
educational opportunity in banking' for people in banking .. 
The Institute has numerous chapters and study groups· in 
many cities. throughout the country and also conducts 
correspondence courses. 68 Membership is open only to 
employees and officers of A. B. A. member institutions. 69 
The latest figures gave the. A. I. B o a total enrollment of· 
over 44,000 in various institute classeso 70 These 
organizations would be· the ·external source of education 
for employees of member banks. Commercial bankers make up 
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the majority of the membership in the organization. -However, 
in Boston the chapter has many active membe~s from the local 
s~vings banks.71 Relatively few participants come from the 
co-operative banks in this area, but this is due to the 
fact that the co-operatives are for the most part very small.72 
(Note Table 2, Chapter VII, page 75.) Even among the three 
biggest of these banks in Boston one bank has but twenty-one 
full..:time employees. Despite this fact, many post chapter 
office~s have come from the co-operative banks and, of . 
course, from the savings banks, who h~ve always participated 
actively.73 
The A. I. B. chapter in Boston offers three 
certificates: Pre-Standard, Standard and Graduate. They 
are now offering a Senior Graduate Certificate in 
managemento 74 Among the. courses listed ·are: Public 
Relations for Your Bank, Supervision and Personnel 
A elm • • t . d S . . d T · · 7 5 lnlstra lOn an upervlSlOn an ralnlng. These courses 
are noted herein because they are the part of the curriculum 
that most directly deal with the area of customer relations. 
Most of the other courses deal directly with subjects 
directly related with banking and finance. Some of these 
. 
are: Accounting, Money and Banking, Analyzing Financial 
Statements, Audit and Control, Probate La\v, etc. 7 6" It is 
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hoped by the author that the first three courses mentioned 
will be emphasized more in the futureo The A. I. B. has all 
the attributes of a perfect set up for the training of bank 
training directors. If more courses were given in this 
training area, I am sure the individual banks would ultimately 
profit by the improved training methods and procedures that 
their personnel would bring back from Ao to Bo 
During this past year, t~e Boston chapter had 1,458 
. . . h . 77 
students registered ~n t e~r courses. This is certainly · 
an impressive number of bankers seeking to further their 
education. On a national level, the A. I. B. conducts ten 
78 summer schools at universities throughout the country. 
Since this study deals with training for employees in 
customer relations, I would like to mention but two of 
these schools. The Graduate School of Banking is at 
Rutgers University. The school consists of a two-week· 
summer. session each year for three c.onsecutive yearso Each 
school has a sponsor, and the Rutgers school is sponsored 
by the American Bankers Ass·ociation. 79 This school is 
primarily aimed at bank personnel who are at the t'op 
managerial level and is considered the ultimate in A. I. B. 
schools. Here 9-re the crit.eria ·for admission. Applicants 
must be: 1. ~hirty years old; 2. possessors of at least 
I 
I 
·I 
I 
I 
I. 
I 
I 
""' 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
eight years' experience in banking; 3. officers in their 
banks; and 4o holders of the three A. I. B. certificates 
' '80 
mentioned earlier in this chapter. 
The School of Financial Public Relations is 
sponsored by the Financial Public Relations Association 
122 
and is held at Northwestern Univ~rsity. The course consists 
of a.one-week session for two consecutive summers. 81 The 
_applicant must be eligible for membership in the Financial 
Public Relations Association and also: 1. Be an officer 
of his bank; 2. work-' directly in the public relations or 
.advertising department of the bank; and 3 o hold the three 
A. I. B •. certificateso This brief summary should give the 
reader an indication of the external training facilities 
82 
offered by the A. I. B. The graduates of A. I. B. are. 
regarded very highly by the banks·in the Boston area and, 
for that matter, throughout the country. In fact, employ?-es· 
who are sent to such schools can be said to be really on.their 
way to the top in their bank,. 83 
The passing grade i~ 75% for any of the A. I. B. 
courses.84 The association has a ~tandard. charge of $30 
for each course. 85 I have not found any bank th.at is not 
willing to reimburse their employees as soon as they 
complete a course' with .a grade of 70% or better.· Some banks 
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even give the employees supper money for the .. _two o_r. three 
nights he goes to schoo1. 86 Most of the courses aver~ge 
six to ten weeks in length, and the average student takes 
two courses at a time.87 
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The Financial Public Relations Association provides 
a source of information for bank people who work in. the 
advertising and public relations areaso Although the 
association gives no formal classes, they do hold national 
and local ·meetings at which various problems in banking 
bl . 1 · · a· d 88 Th 1·f· · f' P.U lC re atlOnS are lSCUSSe • e qua l lCatlOnS or 
membership are .a bit vague, but generally the members must 
have exe~utive status in a bank or some other bype of 
finan~ial i_nstitution ·and must have held such a position 
for at -least three years.· The association compiles reports 
and studies relevant to the area and se~ds them to their 
. various members throughout the country. 89 They also have a 
national magazine that highlights one particular area of the 
field in each edition.· Customer relations has been a 
primary interest to the association, and they have devoted 
much of their time to it.90 In so far as the author could 
ascertain, this group has not come up with very definite 
proposals regarding the training of bank employees in this 
·area. They have been concerned mostly with promoting the 
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banking image through the public relations departments of 
' 91 
their members' banks. In one case, I was told that the 
training director of a bank, used in this study, integrated 
some of the association's ideas into his orientation program. 
He was interested in stressing th~ importance of the bank's 
image to new employees. But for the most part, the 
association evades the training picture. I would like to 
see them get into this area and perhaps have the public 
relations director of each bank act as a consultant tQ the 
training directors for courses that include customer . 
· relations or specialize in that area. These people have a 
wealth of information that could undoubtedly aid the bank's 
employ~es in doing a better job of se~ling the bank to its 
·customers. 
The Savings Banks Association of Massachusetts ·:i,s 
an organization that is devoted to the aid and advancement of 
mutual savings banks in the Commonwealth~ 92 Among its 
primary functions are collective advertising and public· 
relations, international services, lobbying practices :and 
programs designed to aid the member banks in their operationso 93 
It· is this last area that I shall be most concerned with f'or 
the purposes of this study. 
This. association grew from· state banking regulations 
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which placed certain restrictions on the banks we know as 
savings banks. These financial institutions were designated 
as mutual institutions which, in effect, means that their 
depositors receive interest rates based upon the total above 
operational expense income of .the bank. Like the co-operative 
. . . 
banks, the savings banks operate in a relatively. small ~argin of 
profit, and as a result found it difficult to compete with 
commercial institutions in advertising themselves to the 
potential customers for their seryices.o With each bank 
. . 
making contributions proportionateto their size.to the 
association, the banks have been able to utilize the same 
means of mass communications as the·commercial banks arid as 
a result have increased their business potential greatly. 94 
This association developed the Savings ~ank Forum 
of Massachusetts which was aimed at bringing the problems 
of the member banks to one central source where they could 
be discussed with the other members collective experience. 95 
But the association went further. It undertook to study 
\ 
selected problems and issue reports. to its members which 
contain~d findings and suggestions pertinant to study 
selected problems. · In the Forum's report of August·, 1959, 
one section was devoted to customer service and another to 
public relations and advertising problems. 96 (This particular 
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report .was made available to the author by the Savings Bank 
Association so that he might see how this internal service 
function is carried.on.) 
The suggestions-in this issue.were put in question 
form. It was intended that the readers of this report should 
ask themselves such questions as: T'1;.Jhat has your bank done 
.!.-··· 
in recent years in the way of modernizing and streamlining 
for the convenience of cutomers :While transacting business?"; 
"Do you emphasize the relationship between the teller and the 
. . 
customer? eog., courtesy and efficiency?'n; 11What method-s are 
used by your bank to show tha~ it appreciates the business 
of its customers?n One other statement from this report 
that I think exemplifies the need for employee training :i:n 
customer relations was, nEvery bank e~loyee has a personal 
stake in the public relations and advertising activities 0f 
his institution since these programs play a vital role in 
the future development and growth of the bank. It is to the 
employee's advantage not only to be thoroughly familiar with 
his bank's promotional program but also to keep his eyes 
and ears open to new ideas which might· contribute to its 
effectivenesso 'l 
I believe the type of program herein described fo~ 
the Savings Banks Association is an excellent source of idea 
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,material for savings bank management. These forums could 
easily give birth to neH ideas in training methods and · 
especially ideas for customer relations training. Although 
this org~nization does not have the responsibility for 
setting up -classes for bank employees, it certainly could 
make such a suggestion· to· the American Institute of Banking. 
NOTE: The American Institute of Banking has recently had 
a difference of opinion with the National Association for 
Savings Banks. This situation· is not reflective of the 
Boston area where the commercial bankers have fought to 
keep tqe savings banks in favorable rapport with the 
organization. At this time there is no existing problem 
in Boston betHeen the organizations. 97 This year, the 
A. I. B. and the s. B. A. are setting up a school for 
. t B U . . . 98 
_savlngs a rown nlversltyo It is hoped that difficulties 
in other areas of the country wil~ not affect the cordial 
relationship enjoyed here in Bostono 
Another source of external aid is the American 
Association of Training Directors. I am sorry to relate 
that only three of the twelve banks reported themselv~s to' 
be connected.with this organization. One training director 
I talked to has frequently utilized the-association's 
materials in planning his course ~utlines. 99 It was noted 
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that materials supplied"by the A. I. B~ and methods by the 
A. A. T. D. carr be used as a good working combination for 
setting up programs. Here is one way it can be done: 1. 
On request from a department manager or other·-personnel:· 
sources, there is a conference on what kind of training 
program is needed in a given area;'2o If it is decided 
a program is needed, the training director drafts a tentative 
proposal and sends it to the ·A. I. Bo and,A." Ao T. D., asking 
the force to send any information they h~ve in the area and 
the latter to suggest a few methods that might be used 
within the time and expense specifications he has drawn up .. 
'3. After receiving the information, he then integrates this 
within the limitations of his budgetary and training 
facilities and has another meeting with the requesting source 
to see p-roposal fits the re.quirementso 4. .The final step 
is of course execution of the proposal. 
The final source I ·should like to note is that of 
other bankso Some banks take advantage· of their relationships 
with larger banks in New York--their corresponding· banks.100 
Many of these large New York banks have extensive facilities 
for training management personnel in the art of employee 
training. As one example, a training director. studied fo·r 
two weeks at the Chase, Manhattan Bank of New York and a 
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week at the National City Bank of New York. Both banks are. 
correspondents of his· firm in Boston. I think more training 
personnel should take advantage of this type of opportunity. 
It is true that many of the methods used in New York can niJt 
be used in Boston, but much that is learned can be modif:i,.ed · 
and put to use in filling the gap that now exists in the 
training programs of many Boston banks. 
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CHAPTER XI 
Personal Data Findings for Interviewees 
It is an impo.rtant point in this type of survey that 
some personal data be gathered about the interviewees. One 
. \ 
purpose of this thesis was to determine what some of the 
general.qualifications might be to hold a position of 
setting up, carrying out, and evaluating an employee training 
program in a Boston bank. As the study has already noted, all 
but two of the :t;espondents wer~ on a. top manag~rial level~ 
This is a good sign. It means that these training personnel 
have access to the president, if need be, in order to seek 
support for the types of programs they wish to implf?..ment. 
The role of the trainer is an .in-between position. 
In most cases he is told by the department managers what they 
are looking for, what they want or would like, and what they 
need. This means that the individual must be able to get 
along well with and have a good under~tanding of the expre:ssed 
needs from the managers. To serve and satisfy three judgments--
his own, the manager's and the bank top level echelon, would 
be a challenge to any traine_r, he must also consi.der· ·caref"11lly 
what elements of his training programs will best suit the 
desired bank needs at a given time. During one point there 
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may be a great deal of training for the business development 
department; then--need for training may not develop in that 
area again for several months. When the need arises again, 
the bank's needs may have changed in that area. Of course, 
there will undoubtedly be elements of the.program that 
remain static, but the trainer must be alert to training 
methods that become inconsistent with bank need or policy. 
Another point of importance is that the person 
responsible for training should never let his methods and 
materials· become outmoded by newer and better. ones. He has 
to keep a constant check on the reliable sources to insure 
the highest possible standards for the programso One.big 
problem is that·frequently banks develop training programs, 
top management becomes convinced that the program ·is the 
answer to their pra~ers in a given areao More than one 
training supervisor has found difficulty with his superiors 
when he tried to improve a program of. training in a given 
area. Perhaps it might be said that most good training· 
directors seem to have a little of the politician in them; 
anyway,"· i:t undoubtedly would not hurt at· all. 
The f?llowing i.tems are based· on a total of fourteen 
respondents. The name of the bank and name of the interviewees.· 
will not be found in this chapter·to preserve their anonymity. 
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Although none of· the data would likely prove embarrassing to 
either the banks or the respongents, the author feels the 
greatest value of this data again lies in the entire 
collection. Special differences will be·pointed up in the 
remarks following each item. 
Item: (1) Observation of interviewees' sex. 
Category Number of Times Applicable Percentage of Total 
Male 11 72 
Female 3 28 
~ 
Total 14. 100 
Apparently the banks think men make better_ training 
superiors. Here are the probable .reasons for seventy· per 
cent being men: 1. All the training directors are,bank 
officers and statistics show that relatively few women make 
a career in banking long enough to reach the officer level. 
It is a very rough road for a woma,n to:'ffillow, for tra~itionally 
they h~ve held secretarial and clerk positions only in banks. 
Things are getting better though; the American Banker 
reported that there are now seven bank presidents in the 
United States who are women. 101 · 2. As the role has already 
been described, it would probably be more difficult for a 
woman to play this in-between role. She would have access to 
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the top management, but she would also be in a !?osition to 
exercise authority over department· managers. This situation 
might seem precarious from a bank 1 s point of view. 3.. Most 
of.the training directors find themselves in. the personnel' 
department of the bank. It is not too long ago that 
personnel depart~ents in banks utilized only men for all 
the hiring and various personnel procedures. Recently, 
how~ver, banks have foun4 it bene~icial to emp~oy a woman 
Two of the three women interviewed were employed previously 
for this capacity. The banks have also found it useful to 
let the women brain other bank women in areas such as 
\ 
telephone procedures, dress, mannerisms, etco The r·ationale 
is that these are areas. that only a woman can handle ·well.-
But when it comes to courses training me,n·, the banks seem 
to balk. .Only one of the women interviewed did any 
instructing of men herselfo She is a bank treasurer with 
thirty-five years of service. She· is in charge of the bank's 
life insurance department and trains all those employees. 
. . 
Being a treasurer, she has the responsibility-for teller 
training and although she does not instruct, she is present 
at all the classes. This woman has transgressed the .barrier 
and is now accepted by the bank for. her ability; but she had 
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to start at the very bottom and work her way up. Today 
college educated women are f~nding the way a bit easier, but 
bankers still fear they will marry and be lost to the firm 
after a short period of time. This factor, combined with 
others, rather clearly shows.why there is the seventy to 
twenty-eight per cent difference in sex. 
Item: (2) Ages of Interviewee.s 
Category Frequency Percentage of Total 
Below 30 years 1 7 
30 - 40 years 2 14 
40 - 50 years 4 ·28 
Above 50 years 7 
··- 49 
Total 14 100 
As will be seen in Item 4, fifty-six per cent of 
the respondents worked this way from the bottom, through 
various bank jobs, to the ones .they now hold. This factor 
ties in closely with average ages--forty-seven for males and 
fo~ty~four for females. This indicates that the banks seek 
maturity in filling such positions. The matur~ty factor 
refers to both.age and experience. (Note Item 5: Forty-two 
per cent between twenty and forty years' serv~ceo) The only 
respondent who was under thi:tty·ye~rs of ageholds a Master's 
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degree in business and recently completed a college trainee 
program for his bank. From the results of this item, it 
appears difficult to break into the sphere of most of the 
respondents before the age of forty; but--times are changing 
rapidly, and this situation may not long endure. 
Item: (3) Marital Status 
Categories 
Single (females) 
}farrie;d (males) 
.Total 
Frequency 
3 
11 
14 
Percentage of Total 
28 
70 . 
100 
It is not surprising that none of the women interviewed 
were mar.ried. As explaine~ in the preceding item, the only 
way a woman seems to be able to break into the banking .officer 
class is to stay with her bank for many years, ti·ll she .is 
finally able to work her way up. It seems as though most banks 
wa~t until they think the girl is probably too old to get 
married before they advance her. It is po'ssible for women 
to mix marriage with some careers, but apparently the banking 
field is not one of these. When I mentioned this to one of 
the male interviewees, he. said, 11Married women can't command 
the respect that mature single women can. 11 The respondent. 
felt also that both male and female customers preferred to 
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· deal with male bank personnel. When p·eople are conducting 
their own financial affairs, there seems to be some sort of 
psychological block to dealing with women. J?erhaps the f-act 
itself has prevented more women from persisting in trying for 
a career in banking. Boston bankers admit that they are 
probably more conservative than bankers in other parts of 
the country. For this reason, I do not believe there is 
going to be any immediat.e change in the marital status of 
female training officers in Boston banks in the near future. 
The following question was entered in the su;r-vey in 
hopes of determining if the interviewees had to follow any·. 
prescribed sequences of jobs to attain their current 
positions. No such sequence was found. The author feels, 
howaver, that the following categorization ·of how the 
empl.oyees get their jobs is of value in so far as any trends 
being brought forth. 
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Item: (4) Prior posi.tions held in the bank --
Categories Number·of Times Applicable Percentage of Total~ 
Worked his or. her 
way up from the 
bottom 
Went through a 
bank training 
program--got the 
job 
Was hired directly for 
the job (with. prior 
exper.ience) 
Was hir.ed directly for 
the job (without prier 
experience) 
Total 
8 56 
1 7 
3 2l 
2 14 
14 100 
With fifty-six per cent working their way up from 
the bottom, it doesn't appear to be an easy job to attain 
such a responsible position with one of these banks. In 
. Item 2 it was noted that one of the respondents was able 
to make the grade at twenty-eight, and I think this trend 
will·begi'n to make itself felt more in years to come. This 
-wi-11, I believe, be especially true in the larger commercial 
banks that have special training programs for college 
graduates who seem to be potential officer material. 
The ·last two codings in this section bea_r a note of 
e::h.'"Plaoation. Those hired directly for the job with prior 
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experience had their experienc.e in related fields. Two· came 
from other banks and were specialists in the fields of 
personnel and advertising respectively. The third respondent 
had been a teacher of economics and a consultant in Industrial 
Labor Relations. But all three had been experienced with banks, 
in one way or another, as well as their related fields of 
specialization·. The two hired directly without experience in 
banking carne from industry. (Their:previous·jobs were 
unspecified • .) Although only one of the fourteep interviewed 
made his po_sition via college and a bank training· program., 
I look to this system to provide bank officers in ever 
increasing numbers. The reasoning behind this statement is 
that banks, like any other business, cannot wait t~enty to 
forty years to develop company officers, with. the increased 
pressures of competitiono 
Item: (5). Length of service with the bank (male.a.nd 
female) 
.Categories Number of Times Applicable Percentage of Total 
Less than 10 years 5 35 
10 - 20 years 2 14 
20 - 30 years 3 21 
~0 40 years 3 21 
Over 40 years 1 7 
Total 14 100 
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The three women who were interviewed had an average 
of eighteen years' service with their respective banks. This 
was but one year behind the men, who averaged nineteen years 
with their banks. Length of service is an important attribute 
for the majority of the training these banks engage ino Since 
most of it is on-the-job training, it is worked best when the 
person in charge of the training knows the employees and 
various departments well. By well, I refer to a rather lengthy 
• I 
relationship with the bank during which time the training 
director has come to be known and trusted by many employees 
and fellow officers of the bank. 
Curiously enough, the group with less than ten years' 
service came out ahead with thirty-five per cent of the total 
group, while the highest age bracket showed the fewest 
members. I believe this can be explained in terms of the 
relatively recent increase in the number of customer 
relations as well as other training programs in Boston .banking 
circles. The reader will recall the comments which indicated 
·that increased competition during the past ten years has· 
necessitated an increase in the banks· training employees. 
New ideas frequently call for new personnel to execute them,. 
and I" feel this is precisely what has happened in this "case. 
It should be kept in mind that forty-two per cent of the 
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employees have between twenty and forty·years 1 service·to 
the banks, so the five employees with less than ten years 
.. 
of service don't prove that youth is running the show y~t. 
However, departments such as business development needed 
well-educated and.well-trained staffs to meet the challenge 
of the other bankso It seams reasonable to assume that this 
need will increase, at least for the next few years, and that 
the banks will channel more and more younger employees' into 
officer positions for training work. 
Item: ( 6) Formal Educat.ion 
Categories Number of Times Applicable 
Some high school 1 
High School Graduate 6 
Some College 1 
College Graduate 6 
Graduate Degrees 2 
(C I -- More than 100% 
due to multiple Total 16 
college· Degrees.) 
Percentage of 
Total 
7 
42 
7 
\42 
14 
c I 
The percentage of college graduates was found equal 
to high school graduateso These interviewees who were high 
school graduates·generally had been with their bank five to 
ten years longer than had the college graduates. Half of 
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this fact could be accounted for by reasoning that it takes 
four years to go through a college program. The other half 
is that most of the college graduates h~d other.jobs before 
going to work at the bank. At the present time, there. does 
not appear to be any substantial difference in the nature of 
the.positions or responsibilities that the high school 
graduate has from that of the college graduate. The high 
school graduates said that they had supplemented thei~. 
education by taking night courses through the local American 
Institute of Banking Ghapter and local colleges. Most of· 
them felt. that it would be very tough for a gigg school 
graduate, today, to work his way tip to' such a position. 
Two of the college graduates also hold Mast~r!s 
degrees in business administration. They have progressed 
in banking circles more rapidly than any of the otherso. 
Together, they have only a bit over five yearsr service with 
their banks and are ·at a level that has an average service of 
thirty years, plus. Four of the six college graduates hold 
A. B. degrees. These were in the areas of history, political 
science, economics and geography. The other two college 
graduates, who are women, hold B. S. degrees in . the \fields 
of business administration .and secretarial scienceo It is 
interesting to note that the only respondent with some college 
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studie~ pub~ic relations at this School. He f~lt his.courses 
. ,. 
helped him_immeasureably in his present position ·as a branch 
managero 
Item: (7) Other special training or education 
Categories Number of Times Applicable 
Two-year 
bu~iness schools 
Professional banking 
schools 
Total 
4 
3 
7 
Percentage of Total 
28 
21 
so 
NOTE: Percentag~ is rounded to 50%; this results 
from only half of the total number of respondents falling 
into this classification. 
Two of the high school graduates went·on to take 
two years of business schoo"l--both majoring in accounting. 
The respondent who had some high school graduated from the 
American B&~kers Association School of Banking at Rutgers 
University. One of the high school graduates completed the 
course given .at·Williams College for Investment Banking. One 
college graduate also completed t~e course at Rutgers to 
round out the specia~ized training. 
All three of the female respondents have had the 
benefit of higher education. Two of them are college graduates 
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and the third has had two years of business school. This has 
undoubtedly had considerable effect on their status in the 
banking field. Four of the high school graduates have not 
' 
completed any formal advanced educational programs;-· but· at 
various stages of their advancements they have all taken 
night courses to supplement their positions • 
It is not difficult to see that .the positions held by 
the respondents require more than a high school diploma. In 
some cases, many years of experience have overcome the lack 
of college degrees, but these respondents felt this syst~m 
was definitely on its way out. This is substantiated by . 
· the additional schooling these people have sought in order 
to attain their positions. The professional banking schools 
have filled the gap for many bankers where there has been a 
lack of ·a college education, and they have become more highly 
regarded each year. This is indicated by the fact that some 
banks are sending their c'ollege-trained personnel to such 
schools as Rutgers ~nd Williams. These· schools ~ave taken 
on a great variety of courses, in addition to the traditional 
accounting and management curriculums. This ·means that banks 
are recognizing the value of courses such as public relations, 
speech·and economics. I am sure that the furtherance of 
·these courses will provide the banks with personnel better 
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able to cope with·problems in the customer-relations area 
of their business. 
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CHAPTER XII 
A Proposed Customer-Relations Training Program 
for New Business Personnel 
Prior to this chapter .I have expressed the hope· that 
a basic course in customer relations would be constructed. 
This course would deal with some of the primary reasons 
behind attitude formation and the way that employees might 
affect .a favorable image for their bank. The banks in this 
. sur\Tey find this suggestion incompatible with their present 
t.raining set-ups; at least they have not moved this far yet; 
As a compromise, I would like to recommend a·program for new 
business- personnel that follows the format of i.ntegration the 
banks are now using. I think this would be more acceptab.le 
to the banks than a straight program in customer relations. 
Such a course might well be considered too radical f;or many 
banks to make. 
As noted earlier, banks have felt the pressure of 
competition in increasing measure over the past ten to 
fifteen years. This competition has resulted in the formation 
of "New Business Departments. 11 It is the function of the 
personnei within these departments to seek out potential 
customers and try to sell them the services of their bank. 
All of the commercial banks in this study. were found to have 
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such departments although they may have other names, e.g., 
"Marketing Division;'n It seems as though a relatively new 
department calls for a new type of personnel--t~e college· 
graduate. This fellow is not really new to banking, but 
what .is new is the ever increasing number hired to go · 
dir~ctly into executive-type training programso To induce 
college-trained men to consider banking as a career, the 
new business department has become a source of relatiy~ly 
q~ick advancement into the officer class. (A good man can 
k •t . t tb )102 ma e 1..: J.n . wo or rArr;;e years~. 
With current trends in this area, I think it would 
be ,of .value to expand my ideas on ··customer relations 
training for the new business department. 
147 
Assuming that the majority of the ~raineesr time is 
spent in various departments, learning their functions, this 
program will suggest areas of training that consume a totat 
of five full days in. customer relations. 
Keeping in mind that this program is still an 
integration of customer relations into another course, the 
reader's attention is directed to the course outline that 
follows. \ 
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Outline for A Gustomer Relations Training Program 
This outline would be integrated with a bank 
training course for employees in the New Business Department~ 
The portion dealing with customer relations would consist of · 
ten four-hour sessions or a total of five-full days of 
training • 
SESSION 1: Principles of Opinion~ and Attitudes 
I believe that the study of opinion and attitude 
formation is the first step that should be taken in customer 
relations training •. Unless the employees have a fundamental 
knowledge in this area, I doubt if they could really ~rasp the 
scop·e of the problem. This class should include: A.. How 
op-inions and attitudes are formed; B. How they can satisfy 
people's needs; C. The relative stability they possess; D. 
What part reinforcement plays with regard to attitudinal 
·behavior; Eo How and why they may or may not be changed 
and How they can be of help or hinderance to the trainees. 
Anybody can observe an individual's behavior, but 
it takes an understanding of why people act as they do, to 
be able to deal with a given situation. I hope this class 
will at least open the door for the trainees. Even if the 
material only helps the employee to be a bit more sympathetic 
toward the customer, it will not he wastedo Any ctistomer · 
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wants to feel that his problems are understood by the people 
he does business with, and I feel a little psychology is the· 
best way to transmit this understanding. 
SESSION 2: Customer Communications 
It would be best if the trainees first tackled the 
basic communications concept. This would at least give them_ 
a common bit of information to start with. There are many 
.varied ideas with regard to the communications process; but 
essentially they all reason that to achieve the process, a 
message must be transmitted-verbally, written or otherwise, 
to an.other individual with understanding. Probably one of 
the best ways to impress the importance of this process is 
to illustrate some of the blocks to good commun±cations. ·that 
exist; e~go, noise and interference. 
The importance of message content should be stressed 
at this class meetingo This might best be done by 
demonstrating one method of content analysis; eog., The 
Flesch Formulao 103 The trainees could use the method to 
check their personal communications. In addition to the 
formula, this would be a good time tQ ·caution the classes 
to avoid antiquated expressions and flowery terms that detract 
from good business correspondence. 
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SESSION 3: Hritten Communications 
All the employees of this department will undoubtedly 
be writing a great deal. They will be required to communicate 
not only with their customers, but within the bank itself. 
It is therefore· important to stress the formats that the 
trainees are most likely to encou.nter in the course of their 
work. Most banks t~day use a great variety of report forms 
which are designed to simplify and clarify much of the 
routine data that is processed through the various departments. 104 
These forms should be clearly explained to the class. Many 
systems have broken down because of a failure to stress the 
importance of forms. 
Letter writing will be the most difficult task for 
... 
. many of the trainees to master. There is only one way to 
become a very proficient letter writer and that is to do.a 
great deal of ito Nevertheless, there are basic principles 
of good business correspoDdence that c<;m b.e taught. One is 
for the employee to write with a positive attitu.de. The 
writer must assure the reader that he (the reader) is the 
most important persori and at the same time give the feeling 
that the writer is a good source for the reader to place his . 
confidence in. This may sound~ like. an insurmountable task to 
perform, but it is· being done every day. Another vital point 
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in good letter writing is that the writer should develop the 
ability to write as he speaks. After all·, there is no 
reason why written thoughts cannot be used to express .the· 
. same ideas as oral explanations. It would be a very good· 
idea if the trainees were given a few letters to practice 
with so the instructor could ma'ke suggestioqs for improvement 
in style and method. 
SESSION 4: Verbal Communications 
Equally as important as written .co~~unications are 
·face-to-face meetings with potential customerso A~ this time, 
the emphasis is naturally placed on verbal communications, 
with this in mind--the importance of this meeting should be 
made clear to the trainees. First of all the employees must 
• 
learn to talk with their customers and not to them. A 
reasonable level must be found that is suitable to both 
parties. Any salesman that tries to impress his client with 
a mighty vocabulary will find that he is losing not gaining 
a·customer. 
Sloppy speech must be avoided at all cost. The best 
way to impress a potential client is to speak clearly, 
directly and talk about subjects relevent to the area of 
business. It is essential to make the customer feel that he 
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is the IDf?St .important figure in the transaction.. One method 
frequently _used is the "You" concept. The trainees should 
learn to express themselves so that what they say is always 
directed in terms of customer's problem. 
A good vocabulary is essential if the trainees are 
to express themselves in the most desirable manner. Stress 
should be placed in this area, with special attention given 
to terminology peculiar to the banking profession. Before 
closing this session, the instructor should mention that 
enthusiasm is a most desirable attribute when dealing with 
customers. The level of.expression for this trait should be 
adjusted to meet the needs of the contact situation. 
S.ESSION 5: Selling Techniques 
In further consideration of the face-to-.face meeting 
between a member of the New Business Department and the 
prospective customer, there are certain selling techniques 
that the trainees should be made aware of. He:r:e are s·ome of 
the major points· of consideration that should be covered at 
this meeting: Ao The importance of the initial meeting with 
the prospective client is a primary consideration. The 
rapport that is established at this time may very well mold 
the entire customer-bank employee relationship. B. Handling 
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the competition is a delicate matter for any salesman. One 
way is to recognize the value of his product, then show how 
yours is superior. But, never use a detrimental approach to 
competition; it will probably only weaken your position. 
There are three additional points that should be 
mentioned with reference to selling techniques~ Co The 
salesman must learn to be a good listener as well as a good 
talker. Deadly results often stem from one-sided conversationso 
D. Each prospective customer is endowed with a certain amount · 
of sales resistanceo · Hence, the salesman must learn to· 
handle excus~s. Just one method that can 'be 1::1sed is to try 
and consider the excuses that may"be used before they ever 
come up. If the point has been covered and explained, the 
customer can hardly use it as a bona fide reason for not 
doing business_. E. In the final analysis none of the 
preceding ideas are worth their salt if the customer will 
not take action, and so the final point deals with just this. 
The trainees must be shown how to make final consumation of 
the transaction in a manner that is conducive to future 
business for the bank. 
SESSION 6: Psychological Motivation of Customers 
This class should be concerned with two primary topics: 
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, A.. The nature of motivation and the moti~rational appeals 
that the trainees can direct at the potential customers. It 
should be made clear to class that there is no right or wrong 
method for arousing needs in potential customers, and these 
topics are·· intended to merely make the employees aware of 
some general principles that may be in operation. One area 
of motivation might: be status seeking; .eo g., a potential 
customer may want.a loan to purchase a new car for such a 
reasono 
Bo After the class has been made aware of the 
general .areas of motivation, it should then take a look at 
.some of the appeals that can be made to take advantage of 
certain motivational concepts. Three primary appeals are: 
1. Emotional; 2. Rational; and 3. Patronageo Of these 
three, the rational approach will probably have the most 
lasting effect insofar as future pusiness is concernedo It 
therefore behooves the salesman to follow a logical line of 
reasoning that will lead the customer to make a rational 
decision based on the facts that are presented to him for 
consideration. The instructor must differentiate the. 
relative values of each appeal, and suggest the proper use 
for each based on his past experience and in~ormation. 
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SESSION 7: Purchasing Motives 
After the class has been instructed in basic 
motivational behavior, it is time to tell them about the 
application of these mo~ives with.selling techniqueso There· 
are five primary means that are available to the memb~rs of 
the New Business Departmento A. It is often possible·to 
recall past selling techniques that were used with a 
particular customero This assumes, of course, that the class 
members have had exPerience in such situations; B. The 
employee may utilize visual aids to make his presentation more 
realistic for the client. This method has been found to be 
very effective and is currently in wide u.se. 
c. Good listening habits can help the salesman to 
grasp the problems of the client and thus enable him to 
utilize the methods that seem most appropriate for the 
situation. D. Asking quesfions might sound like a very 
natural way to determine a customer's problems, but there are 
good and bad ways of asking such questions. All inquiries 
should be made in a positive manner and directed at the 
problems relative to the customer's concern o Eo The final 
suggestion for this session is the importance of observation 
in a contact situation. Observation can be one of the best 
methods· for collecting motivational data that the salesman 
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can use to improve his seiling techniques with a given 
customer. 
SESSION 8: The Sc-ope of Public Relations 
This session should be dedicated to the proposition 
that customer relations and public relations are not identical. 
The results of the survey indicated that several of the 
respondents were not clear on this particular point, and I 
feel it should be squared away once .and for al'L A. What 
does public relations mean to this bank? Most bank· emp·loyees 
are unaware of what the public relations department is- trying 
to accomplish in their various programs. The contribution 
made by employees at large cannot be expected to be eff~ctive 
unless they are aware of what the bank would like them to do. 
B. What areas are covered by the bank'·s public relations is 
actually a complementary area to the first.pointo This 
informatmon, however, should help focus the employeers 
'?ttention as to what the bank public relations programs 
really try to do. 
C. After the trainees know what the bank is trying 
to do, they ·should be informed of the expected ·results. This 
might be labeled what public relations can do for the bank. 
-
D. It is essential that the tools .of public relations be 
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explained; e.g., institutional advertising is frequently used 
by banks in an effort to project their image as a good 
. "t" 105 corporate Cl lzen. Information about the basic uses of 
these tools should help the employees do a better public 
relations job for the bank while they do their own particular 
job. E. I have called the last. topic your customer and public 
relations. .It is at this point the first distinction bet\veen 
customer relations and public relations can be made. Since 
customer relations is an effort directed at one of several 
bank publics, it fol-lows that some of the public relations 
. tools can be used for the customer group. These should be· 
mentioned and examples of their image.given. 
SESSION 9: The Banking Image 
. A bank image is always of par·ticular concern ·to. th~ 
public relations department·. In fact,. this department should 
be charged with the responsibility of seeing that the"desired 
image is projected properly and successfully. The integration 
of a customer relations course with·the training given for 
New Business Department employees should contribute greatly 
to this effort. The ban~ image should always be reflected in· 
the service that these employees give their customerso . As 
night follows. day? the employee should know the ex:eress·ed image 
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he is projecting if the bank expects· him to do a good jobo. 
Not only should the image of the employee's own bank be 
explored, but what the purpose of imagery is in general? 
Noting the images of a few other banks on a comparative basis 
with that of the trainee r s bank is· a good means of putting thi's 
point across. 
Here are some of the points that should be included 
in this training session: A. The personal relationship between 
employee and client-;..What factors go to make up this relation-
ship o B. Hmv confidence plays an important part in winnir:g, 
a customer for the bank.. c. Hhy the salesman must show 
interest in the customer's problems no matter how insignif.icant · 
they may be in relation to.the selling problem. D. How to 
handle a customer when you can't service him because your bank 
can't solve his problem is most vital. All this time what the 
customer needs is good·advic~. This is often easier to say 
than to do, so every effort should be made to provide the 
trainee with sources he can go to for help. E •. All the 
banks stressed service as the most important part of customer 
relations. The progr&-n should also emphasize how and why this 
service factor is directly related· to th..e problems of customer 
relations. 
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SESSION 10: Summation of the Program 
Thi.s meeting will be divided into two parts. These 
will be a proposal documentary film and a final discussion 
of the general subj ec·t area. 
A. The aocumentary film has been found to be an. 
excellent training tool when it is integrated pr9perly ~ith 
a prescribed course of study. I would like to see a film. 
produced to be used especially for the training of new 
business employees·. 'This· might be called; 11The Selling 
Banker. 11 It would present a series of dramatized case 
histories dealing with face-·to-face customer contact situations. 
The object of the film would be to help the employees under·-
stand what types of· situations mi'ght arise and how they could 
be dealt with. A film of this type would undoubtedly be very 
' . 
expensive, but the costs could be unde~\vritten by an 
organization such as the American Institute of Banking. I 
am suggesting that a film of this type would have training 
value to many banks, and that the A. I. B. could rent it out 
\ 
to member banks the same as it does with the rest of its film 
library.. As a mat.ter of fact, the Institute could use it for 
its own training courses in the customer contact· areas. 
B. A final summation of the course should pull 
together all the areas that have been taken under consideration 
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·throughout the p~ogram. I think the film would be an excellent 
way to stimulate the traipees for discussion purposes. ·Any 
area of the film that is mentioned can be extended into other 
relevant conversation by the group instructor; ·and_in this 
way the big picture can be pieced togethero 
As an· additional note, I think that the end of each 
class should be dev~ted to a group discussion in order to 
pull the material together and also help the.instD~ctor 
estimate how well the salient points are being absorbed by 
the students. This is especially important since most of 
the class time will probably be in lecture form. Much bank 
training is· limited by the time the trainees can spend away 
from their jobs. The group discussion method often requires 
more time to get across the subject material than the banks 
are willing to provide. With this in mind, and my feeling 
that the employees had to be offered the opportunity to 
express themselves in a course of this nature, the 
discussions could be _adjusted to the remaining class time 
for each session~ 
The topies presented here' for the ten session ~epresent 
. . 
what. I believe to be the most important points for basic 
customer relations training. It seems especially important 
that all personnel in the new business area should be exposed 
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to this format. Of course, each of these topics needs to be 
expanded, but this should be done in relation to the course · 
with which it is integrated; e.g·.; when talking about. written 
communications, the majority of writing these employees do 
would probably be letters, so greater stress should be 
placed on this areao In some·other department, the emphasis 
might be on reports to the board of ·directors. 
Some of the topics might seem a bit d~ep for the 
trainee at first glance, but remembering the majority would 
probably be college graduates, they should be expected to 
absorb a majority of the subject matter. For employees with 
a·~ower average education, mo~e simplified methods can .be 
' 
used; e.g., more graphic representation. Most banks might 
have a bit of trouble securing teachers from within the.ir 
ranks. This is the place where a consultant can be very 
valuable. The most deisrable method would be to have a 
consultant train a staff of bank personnel who could take 
over this training entirely after a period of time. I 
sincerely hope that some of the local banks will try a 
similar_program for customer relations in the near future. 
Such a program should prove of mutual benefit to bankers and 
customers alike; and I cannot think of a more compatible 
customer-relations situation than one of mutual understandingo 
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CJ:l.Jl...PTER XIII 
Areas for Future Investigation 
This study has revealed not only problems of 
individual banks, but p~oblems of the banking field in its 
entirety. The area of customer relat.:ions training is for 
all intents and purposes relegated to being a part of other· 
types of training. A bank that sees fit to train its tellers 
in some formal sense will undoubtedly bring up the supject of 
customer relations to the trainees. More than likely, this 
part of the course will vary from one training class to the 
n~xt, despite its importanceo It is one thing t.o talk ~bout 
the human element of banking and quite another to train · 
employees to handle it. The preceding chapter dealt with 
one m~thod for one particular group of bank employees. This 
example followed the present system which bankers seem to 
feel is currently the best approach to the problem-~integrating 
customer relations into other training. 
In most banks, .this lack· of central direction for 
training has caused. little to be done in .the w~y of formal 
training for people in customer-contact positions. They have 
been left to their own initiative to go to. classes such as 
those offered by the .A..merican Institute\_ of Banking. Even these 
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have not provided an answer to the ne.ed directly in this 
area. The bank's answer to better customer relations is 
better service. Is it enough to give better service, or do 
the customers expect more? The banks offered their ideas 
as to what the customers expect, but there is no way to 
ascertain just how accurate these are. These are but a few 
of·the points that have prompted the author to write this 
chapter. 
As a result of what I have learned while carrying 
out this study, I now wish to make the following recqmmendations 
with the hope that further interest may be generated in what 
'I regard as a most important area of modern, competitive 
banking. 
1. The banks should un.d,ertake a comprehensive survey 
to determine exactly what their customers expect and desire 
in the way they are met and serviced by bank-contact personnel.· 
This should be moEe than just a simple survey of what 
customers like or dislike. It should include distinctions of 
personality traits that add or detract from customer service. 
There might be a_great deal of merit in trying to derive 
what the customer believes the bankers they deal with think 
of themo· Perhaps this in turn would serve as a base for 
reinforcement or rejection of the customers' expressed 
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opinions of the employees.. If this two-way s-.;vap could. be 
achieved, I am sure this information would provide a much 
broader base of information around which customer relations 
training could be structured. 
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2. The banks should seriously endeavor to capsu~ize 
their customer-relations training into at least one basic 
course. This could be a course devoted to basic princip.les 
in which the employees could be made aware of basic 
psychological principles ·that seem to operate in face-to-
face situations with customers. The loan offic~rs would have 
a different approach than the tellers, but these differences 
could be stressed in the training the employees get in their 
own area. I don 1 t wish to forsake the integration entirely;· 
I would just like to see employees in these positions have 
a basic knowledge prior to any attempted integration. As 
things stand now, trainees get a wide variance of opinions 
on the matter; but what is even worse is the fact that they 
get it cold! This is like taking an advanced course prior 
to the introductory oneo 
3. The directors of training should be placed at a 
level next to top management so they can get quick decisions 
and accurate interpretations on policy matters. They must 
also be given the opportunity to take advantage of·all 
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outside sources, such as corresponding banks who have 
established facilities and well-staffed training personnel 
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who can help train them. It would be interesting to see just 
how frequently this is done and to what extent. This survey 
revealed that it was done but could not dwell. specifically on 
this point. 
4. I believe the banks would meet with better results 
if they utilized a method of centralized training~ By this, 
I refer to the method I illustrated in Chapter X, where a 
central training office was consulted on the best way·to 
handle a training problem. A method was worked out, and the 
department manager was not confronted with a problem foreign 
to his area--that of setting up a training program. Even 
on-the-job training could be done this way, but the important 
element is consistency. 
5. It woU"ld be wise if the American Institute of 
Banking followed a similar procedure ;:!S those just mentioned. 
But, they.should carry this two steps further. They should: 
Ao Set up a similar basic program and then a more advanced 
one; B. They should then set up a progfam for training · 
directors designed especially to give this type of course 
to employees of their .own banks. If this method were used, 
the training directors should have little trouble fitting 
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this course to meet the needs and limitations of their banks. 
6a The bankers must realize that the importance of 
an established program is perhaps foremost in the training 
of employees. Let us take an on-the-job. situation, where in 
the department_ manager charges a senior employee with the 
. task of teaching a new girl how to run a bookkeeping machine.· 
This should be a source for the senior ~mployee where he can 
look up the particulars of teaching this job. He may be 
able to operate the machine well himself, but he may also 
confuse the new employee by not going about his job in a 
prescribed and proven way. If employees are made to realize 
j·ust how important such instruction can be, then he v7ill be 
more favorably disposed to making the effort and to do it 
the ri.ght way. 
7. Each job in the bank should be investigated, 
designated, and a procedure should be set up to train a new 
employee for it.. These classifications should then bk. set 
up in the bank library' where they would be available to 
supervisory personnel to study and utilize. This should be 
done for all types of work. If the bank then prefers to call 
a type of training on the job, that is ·acceptabel as long as 
there is a prescribed method for it. As long as John _shows 
Joe one way and Don shows Bob another, there will forever be 
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confusion in the ranks of bank trainees. 
8. Customer relations is surely a part of any bank's 
public~relations 'tvork. Therefore, the public relations 
director should aid in the training for this area. In the 
sentence-completion items, six of the fourteen respondents 
said that public relations were the same as customer 
relations. It is true that eight others defined the c~stomers 
as being one of many publics, but eight of fourteen is not 
enough. Bearing in mind that 'these respondents were all 
bank officers,' this is a bit poor to say the least. Here fu 
an area where. the public relations director should take the 
responsibility of clarifying the situation. If there is no 
public relations director, the bank needs a consultant~ If 
there is a.public relations director, they need a new one .. · 
Even if misconceptions like this appeared only at the lower 
levels, it would still be bad; but they should never occur at 
the level these interviews were held ato 
9. The banks should take a good look at their 
facilities for class ·trainingo Many an empty store room has 
been called the training room, and good results are not 
achieved this way. There should also be a sufficient account 
of the proper equipment to fill the needs of the programs in 
which the bank wishes training. Bank employees need training 
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aids just as much as anyone else, if they areto do a good 
job. I think they have too often been neglected. 
10. My last recommendation is that the internal 
lines of communication be explored thoroughlyo A bank 
newspaper is a fine mean_s, sometimes, but. I believe that 
too few banks even try any other methods. If these internal 
lines are clogged, the employees will constantly be confused 
and uncertain as to new policy or'other information of value 
to customers • 
It may be true that the author has in effect opened 
11P an dora's Box," but at least only ten of the most serious 
demons were exposedo Any one of these recommendations could 
be expanded into a thesis within itself, and I hope that each 
area will be challenged and studied. These ten points 
collectively, if mas~ered by the banks in this study~ would 
solve most of the existing customer relations problems they 
have today. 
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'T'he £1assachusetts Cooperative 
Bank League 
Mr . William King 
111 Devonshire Street, 
Boston 
52 Chauncey Street~ 
Boston 
80 Federal Street, Boston 
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SPECIAL BIBLIOGRAPFl OF: 
WRITTEN TRAINING H_I-\.TERJ_i-\.LS USED BY THE TWELVE BA_1'UZS IN THE STUDY 
Note: (Formal) in collliun two indicates that at least hal£ of 
the banks usL~g the publication use it in a formal progr&u. 
Title of Publications 
(Books) 
American Institute of Bank-
ing, The Bank Bookkeeper, New 
York, 1956, fuuerican Insti-
tute of Banking. 
American Institute of 
Banking, The Bank Teller,. 
New York, 1953, American 
Institute of Banking. 
You and Banking, American 
Institute of Banking, New 
York, 1958. 
(Booklets) 
Bank Terminology, National 
Cash Register Company, Dayton, 
Ohio, 1954. 
Do's and Don 1ts for Bank 
Bookkeepers and Proof Clerks, 
American Bankers Assoc~ation, 
. Ne-c-J York, 1958. 
Jype of Training 
Used For 
Formal Program 
Formal Program 
Do's and' Don'ts for Bank Tellers, 
~Jnerican Bankers Association, 
New York, 1958. · Formal Prpgram 
Row To Train A Bank Employee, 
American Bankers Association; 
New York, 1958. 
Number of Banks 
Using Publication 
8 
6 
3 
6 
3 
5 
3 
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I 
I 
I 
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I 
I 
I 
I 
I 
I 
I 
I 
I 
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(Booklets ) 
The Story of Checks, Federal 
Reserve Bank of New York, 
New York, 1958. 
Selling ·Hithout Fear and 
Harry, Bureau of Business 
Practice, New London, 
Conn., 1956. 
Tact, Hells Publishing 
Company, New York, 1933. 
Tellers Manual, First 
National Bank of Boston 
Tellers Checld.ist, Work., 
ingmens Co~operative . 
Bank, Boston. 
(Handouts) (Mostly Pamphlets) 
Office Girls, Vision Incor-
porated, New London, Conn., 
1959. 
4-,000 Years of Banking, 
Na·tional Cash Register 
Company, Dayton, Ohio. 
How To Comn1unicate Ideas, 
Ec.onomic Press, Inc. 
Montclair, New Jersey, 1950. 
The HUt-nan P...ngle, Bureau of · 
Business Practice, New London 
Conn., 1959. 
The \IJ or 1 1 s Number One Money . 
P.Jnerican Express, 1959. 
Tyne of Training 
Used For 
Formal Program 
Famal Program 
Formal Program 
Formal Program 
Formal Program 
Formal Program. 
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Number of Banks 
-·- Usirtg Publication 
2 
4 
1 
1 
1 
2 
2 
3 
1-
2 
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Nov7 That You Are a Member 
Type of Training 
Used For 
of Our Staff, Second Bank State 
S·treet Trust Company, Boston, 
1959. Formal Program 
Tips For Tellers and Bank 
Officers About United States· 
Savings Bonds, Second Bank 
State Street Trust Company, 
Boston, 1956. Formal Program 
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Number of Banks 
Using Publ~cation 
1 
1 
For Better Service, Second 
Bank State Street Trust 
Company, Boston, ~fuss., 
1959. Formal PJ.?ogr.am · 1 
Supervised Suggestions, 
Second Bank State Street 
Trust Company, Boston, 
· · Hass., 1956. 
(l'12.gaz ines) 
Burroughs Clearing House, 
Burroughs, Detroit, Nichigan, 
1959. 
Finance, Finance Publishing 
Corporation, C~cago, Ill, 
Dec. 15, 1959. 
Journal of the L~uerican 
Bankers Association, New York, 
New York. 
New England Purchaser~ New 
England Purchasing Agents· 
Assocition, Inc., Boston, 
Mass., }fuy, 1959. 
Formal Program. 2 
5 
8 
5 
6 
I 
I 
I 
,, 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I .• 
I 
Office Appliances, Office 
Appliance Company, Chicago 
Ill, April, 1959. 
The Banking Law Journal, 
Banking Lav.7 Publishing 
Company, Boston, 11ass. 
September, 1951. 
The Office Economist, 
Art Metal Construction 
Company, Boston, January, 1960 
Type of Training 
Used For 
The Vmnagement Review, ~Jnerican 
i~nagement Association, Inc., 
New York, Dec., 1959. Formal Program 
S~stems, Specry Rand 
Corporation, New York, 
September, 1959. 
(Newspapers) 
l~~erican Banker, ~~erican 
Banker, Inc., New York, 
Vol. XCCV, No. 6, January, 
1960. 
(Financial Reports) 
Prattts Letter, A;S. 
Pratt and Sons, Inc. 
Washington, D . c .. 
_January 3, 1959 
American Letter, lihaley-
Eaton Service, Washington 
4, D.C. December 26, 1959. 
·' 
187 
NUJ.-rrber of" Banks 
Using Publication 
1 
9 
4 
2 
8 
3 
1· 
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Type of 'Training NUJ.-nber of Banks 
Used Far ... Using Pub1lcation 
Banking's Newsletter, Journal 
of American Bankers Assoc±:t:ion, 
New York, December, 1959. 
Gteater Boston Chamber of 
Commerce, Boston, ¥ffiss., 
1959. 
New England Business Review 
Federal Reserve Bank of Boston, 
.Boston, tlliss.; December, 1959. Formal Program 
Hashington Report, Chamber 
of Cmmnerce of United States, 
·vJashing-ton, D.C., Dec. 18, 
1959. 
(Reprints) 
The Awful Things You Never 
Learned At School, Cranford, 
New Jersey, November, 1959. 
(Supervisory Materials) 
Heeting Guide and Sug-gestions 
For A Staff Training Program, 
Financial Public. Relations, 
Association, Chicago, Ill.; 
1958. 
Formal Program 
Formal Program 
TP~INING OUTLINES of Orientation 
Programs.for New Staff Members 
Second Bank State Street 
Trust Company 
New England Merchants 
National Bank 
6 
1 
4 
4 
3 . 
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I 
I 
.t 
I 
t 
I 
I 
I· 
I 
:I 
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I 
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t 
I 
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Suffolk Franklin Savings 
Bank 
Provident Institution 
For Savings 
First National Bank 
of Boston 
Sha\vmut National Bank 
Boston Safe Deposit 
and Trus~ Company 
Workingmen 1 s Cooperative 
Bank 
Outlines of Tellet Training 
Programs: 
State Street Bank and 
.Trust Company 
Suffolk Franklin Savings 
Bank 
Shawmut National Bank 
First National Bank of Boston 
Outlines of Sales Training: 
ShaT..vmut National Bank 
State Street Bank and Trust 
Company 
First National Bank 
Boston Safe Deposit and 
Tl;Ust Company 
' . 
Type of Training· 
.. Used For 
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Number of Banks 
Using Publ~tion 
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Type of Training 
Used For 
Outl-ines for 1-fanagement: Training 
State Street Bank and Trust 
Company 
First National Bank of Boston 
Shavnnut National Bank 
Boston Five-Cent Savings Bank 
Boston Safe Deposit and 
Trust Company 
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Number of Banks 
Using Publication 
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I(; · THE QUESTIONl~AIRE 
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Part 1. 
CUSTOHER REL..t\TIONS CONCEPT 
1. \.Jould you tell me what you think customer relations is 
in terms of.this bank and its operation:. 
*Option - your personal definition 
A. If it does not, what is .the bank's theory of 
customer relations: 
· 2. How does your bank ·go about putting its ideas on 
customer relations into practice? 
*Special Probe - What do you think your customers 
expect from the bank? 
3. Please comment on any general trends for customer relations 
or public relations that you have noticed in Boston 
Banking Circles: 
A. Customer Relations 
B. Public Relations 
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Part 2 
INSTRUCTION TO IN"TERVIEVJEE PRIOR TO GIVING TiiiS QUESTIONNAIRE 
This is .a sentence completion questionnaire. I will read an 
incomplete sentence to you, and I would like you to answer with 
the first thought that comes to your mind. Please try to 
keep your completion as short as possible 
For Example: If I should say to you 
nA bank is a Place" -----------------
. . . . . . . . . . . 
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SENTENCE COHPLETION PORTION OF B.P.J\TIGNG QUESTIOl\iNAIRE 
1. When I hear the words Customer Relations, .I think of -
2. Public Relations and Customer Relations are -
3. Before a bank employee~can understand what Customer Relations 
really is, he must ~ 
4. Banks are different from other types of business because -
5. Training for experienced bank employees in Customer Rela-
tions is -
6. Customer Relations. training programs offered by A. I. B. , in 
Customer Relations are -
7. The image that this bank creates is -
I 
I. 
I 
I 
I 
I 
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I. 
8. Customer Relations training for new bank employees is -
9. The best bank program for ttt"aining in Customer Relations~ 
that I have ever seen was -
10. The most important type of training this bank offers is -
11. At this bank~ formal training in Customer Relatio~§. is -
12. The best method for training bank employees in Customer 
Relations is - · 
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Part 3 
FOLLm.J-UP QUESTIONNAIRE TO SENTENCE COJYIPLETION 
).. 
DATA :M.ATERIAL : 
Name ·of Bank: Name of Interviewee: 
1. What is the title of you~ position in the :bank? 
2. What is the title of the person to whom you are directly 
respons.ible? 
3. ~lliat is the primary function of your position? 
a. vJhat are the secondary or collateral functions of your 
position? 
4. Data on size of the banks: 
a. Name of bank -
b. Rank order of ban~ by total assets -
c. Classification -
d. Total assets ~ 
e. Number of·offices in the Boston area-
f. Approximate number of full-time employees 
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5. What are the three primary services this bank offers its 
customers? 
a. 
b. 
c. 
6. Which service is the most important to this bank on a 
dollar ·and cents basis? 
7. Number of separate accounts this bank has: 
8. ~That is the approximate budget for public relations? 
*Budgetry informations for train.ing 
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1. Does this bank have any formal training program? Yes No 
Specify_ By: 
a. Titles. 
.b. Length of courses: Wks. Mos. 
c. Apprqximate budgets"for programs; 
d. Training methods and materials used: 
Other 
e.g. Lectures, Films 
Etc.· --
e. Do you feel these programs aid the bank 1 s Customer 
Relations? Yes No 
How: 
I. 
I. 
I 
I 
I 
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I 
I. 
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DATA Q1JESTIONNlc\..RIE FOR TRAINING N~. TERIALS AND METHODS 
USED IN CUSTOMER REh~TiONS TK~INING (iNTENSIFIED) 
(Separate Sheet.Each Course) 
1. Name of Program: 
2. Length of Program: Wks. Mos. Other 
3. Approximate Budget: 
*Get Course Outline if possible --
4. Instructors: 
a. Background: 
b. Experience: 
c. Length of service with bank: 
d. Title if any: 
5. Pupils: 
Are there anyEpecial qualifications to enter this course? 
Yes No If so specify: 
a. How are pupils selected: 
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6. Specific purpose for this course (what do you expect it to 
7. Format oi the program: e.g. lecture course, or group 
discussion. 
8. Training materials used: 
a. Texts 
b. Films 
c. Slides 
d. ?pecial effects e.g. machines or props 
e. ML~eographed mater~al 
9. Are all these prog-.cams conducted during working hours? 
Yes No a .. If no, please explain: 
200 
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TRAINING FACILITIES: 
a. Size of room and placement of equipment 
b. Type of roo~ e.g. class room 
c. Appearance or general atmosphere 
EQUIPMENT: List e.g. Tape recorders, Film projectors, etc. 
I 
I 
I 
I 
I 
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2. Does this bank have any informal training programs? 
Yes No 
Specify By: 
a. Titles: 
b. Length of courses: Mos. Other 
c. Approxiw~te budgets for programs: 
d. Training methods and ma tex-ials used: e.g. l.ectures, 
Films, etc.· 
3. Do you feel these programs aid the bank's Customer 
Relations? Yes No· 
How: 
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4. Is any help in designing these courses gi~en by banking 
organizations? e~g. AlB 
5. Howare new employees selected for these programs? 
6. How are experienced employees selected for these programs? 
7. Does this bank have any Type of training that you· consider 
to be-specifically aimed at developing better Customer Relations? 
a. Title 
b. Length of course: Wks. Has. Other 
c: Approximate·budget for programs: 
d. Training methods and materials used? e.g. Lectures, Films, 
Etc.· 
e. Do you feel.these programs aid the bank 1 s Customer Relations? 
Yes No 
·How: 
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Part 4 · 
~ACE SHEET DATA FOR IlfrERVI~~EE 
Name of Bank 
Name of Intervie~:vee 
Se-:1~ ' :M'..ale · Female 
Age. 
Married Yes No 
Prior Positions Held 
. Length of Service with the Bank 
Special Preparation for the Position 
Formal Education 
a. Some High School 
b. High School Grad 
c. Some College (Field of Study) 
d. College Grad · (Degree and Major) 
Other 
(Advanced Degrees) 
(Other Specialized Training or Education) 
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APPENDIX B 
CODINGS FOR TE~ FOP~~_L TRAINING PROGRP~lli 
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(Best Example of Survey) 
DATA QUESTIO"NlYfAIRE FOR TRAINING M.ATERIALS AND HETHODS 
USED IN CUSTOMER RELATIONS 7RATNiNG (INTENSIFIED) 
(Separate Sheet Each Course} 
1. Name of Program: 
Executive Training · 
2. Length of Program:· Wks. 
3. Approximate Budget: 
*Absorbed by the banks 
*Get c'ourse outline if possible 
· 4. Instructors: 
a. Background: 
,t. 
" 
b. Experience: 
c. Length of service with bank: 
d. Title if any: 
Mos. 3 Other 
All officers of the bank and departmental heads. 
s. Pupils: 
Are there any special qualifications .to enter this course? 
(Yes) No If so specify: 
" 
Insofar, as could be determined, only college graduates 
are pu·t on this program. This seems to be the minimum 
requirement. 
*Data not available 
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EXECUTIVE TIL~INING CONT. 
a. How are pupils selected: 
The Personnel Department hires for the program when· the 
bank expresses its desire to have more trainees. The 
employees are hired to go d;i_rectly into this program. 
6. Specific purpose for this course (what do you expect it to 
do?) 
To train young men to become officers of the bank in all 
types of positions. After the progra~, the trainee 
.expresses a preference as to the area he would like to 
go into. In ~ost cases, his choice is approved. 
7. Format of the program: e.g. lecture course, or group 
discussion. 
It is aB on the job survey course. The trainee rotates 
through the various departments of the bank. The program 
is set up s.o only one trainee is in one place at ·a time. 
Instructions come from the department manager ~n1o works 
directly with the trainee·for his entire stay. 
8. Training materials used: 
a. Texts 
As recommended to the trainee by the department 
managers. 
b. Films 
NO 
c. Slides 
NO 
d. Special effects e.g. machines or props 
Equipment used. in the variou.s departments is explained 
to the trainee, e.g. bookkeeping machines. 
I 
I 
I 
I 
I·· 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
E1tECUTIVE TRAINING COT.\"IT . 
e. Himeographed material 
Outline of rotation program and suggested reading lists 
are made available as 'tvell as lists of bank officers 
and facilities. 
9. Ar·e all these programs conducted during working hours? 
(Yes) No a. If no, please explain: 
T~AINING FACILITIES: 
a. Size of room and placement of equipment 
Dependent on the department where the trainee is at 
the t:Lme. 
b. Type of room ·e.g. class room 
A conference room is used for meetings of all the 
trainees with top level management (peridodically 
throughout the program). 
c. i~pperance or gen.eral atmosphere 
Very conducive to the purpose for "l:vhich it is used. 
EQUIPMENT: List e.g. Tape recorders, Film projectors, etc. 
Note Table (L,_) Rank Order No. {1) 
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(Best Example of Survey) 
DATA QUESTIONNAIRE FOR TRAINING 11.'-\.TERIALS Al.\fD HETHODS 
USED IN CUSTO~lliR RELP~IONS TRAINING (INTENSIFIED) 
(Separate Sheet Each Course) 
1. Name of Program: 
New Employee Orientation 
2. Length of Program: Wk.s. Hos. Other 2 full days 
3. .Approximate Budget: 
*Charged to Personnel Department 
*Get course outline if possible --
4. Instructors: 
Vice President for Pers.onnel 
a. Background: 
College graduate, B.S. in Business Administration 
Rutgers Graduate School of Banking 
b. Experience: 
All within the bank (eight different departments) to 
Personnel. 
c. Length of service with bank: 
27 years 
d. Title if any: 
President and V. P. for Personnel· plu·s other department. 
·heads. 
*Data not available 
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NEW EMPLOYEE ORIENTATION CONT • 
5. Pupils: 
Are there any special qualifications to enter this course? 
Yes (No) Is so specify: (all new employees) 
a. How are pupils selected: 
All new employees must attend their orientation 
(no more than fifteen at one time). 
6. Specific purpose for this course (what do you expect to 
do?) · 
To acquaint new employees with the bank and to. explain 
its function and programs. 
7. Format of the program: e.g. l~cture course, or group 
discussions. 
The lecture method is used. 
9. Training materials used: 
a. Texts 
NO 
·.b. Films 
One film is shmm. It tells the story of banking ·from 
its earliest beginnings up· to the modern day banks and 
what they do. 
. , c. Slides 
NO 
d. Special effects e.g. machines or props 
Cha:tts are used to show new employees benefits, rules, 
and regulations, advancement training available through 
banking organizations, employment publications and pur-
poses of the bank. · 
e. Mimeographed material 
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NN~ EMPLOYEE ORIENT~TION CO~~. 
9. Are all these programs conducted during working hours? 
(Yes). No a. If no, please explain: 
TRAINING FACILITIES: 
a. Size of room and placement of equipment 
Comparable with layout Figure (2A) 
b. Type of room e.g. class room 
Training room 
c. Appearance or gene.ral atmosphere 
Very conducive to training. 
EQUIFHENT: List e.g. Tape recorders, Film projec·-ors, etc. 
Note Table (4) Rank Order No. (L~) 
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(Best Exat"upl of Survey) 
DATA UESTIONNAIRE FOR TRAINING MA'l'ERIALS AND £.1ETHODS 
USED IN CUSTO~lliR REh~TIONS TRALNlNG (LNTENS FIED) 
(Separate Sheet Each Course) 
1. Name of Program: 
Charm School: (Note: This training is for ba k women 
exclusively, it involves: dress, hair styles, posture, 
manners, telephone proceedu~es, and other gen ral 
secretarial information.) 
212 
2. Length of Program: Hks. Mos. Other day per week 
or 3 weeks 
total 3 days) 
3 , Appro::~cima te Budget: 
*Charged to Personnel Department 
*Get course outline if possible --
4. Instructors: 
a. Background: 
All instructors are professional women in 
pective fields; e.g. the Telephone Company 
woman who trains girls in the proper metho 
ing the phone and taking messages. 
b .. Experience: 
heir res-
sends a 
s of answer-
All have a good many years in their specia ties e.g. a 
local hairdresser for fourteen years. 
c. Length of service with bank: 
One woman from Personnel teaches banking regulations. 
d. Title if any: 
(Abov.e) Personnel Officer 
•'•Data not a:vai able 
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ClUUL~ SCHOOL C01IT. 
5. Pupils: 
Are there any special qualificatio~s to enter this course? 
(Yes) No If so specify: It is l~uited t female 
personnel in cu .tomer contact 
positions. 
a. How are pupils selected: 
By their department managers .. 
6.·Specific purpose for this course 0vhat do you expect it to 
do?) 
To better prepare the female employees and deal 
with customers of the. bank, and to train to create 
·.a more favorable impression of the bank. 
7. Format of the program: e. g. lecture course,· r group 
discussion: 
This is entirely a lecture type of program. 
8.· Training materials used: 
a. Texts 
No 
b. Films 
No 
c. Slides 
d. Special effects e.g. machines or props 
Slide projector, charts; blackboard, and f annel board, 
The Telephone Company also uses a ·teletrai or (this 
machine records a telephone conversation b the trainee~ 
and then plays it back). 
e. Mimeographed material 
Course outlines are given to the girls as :rell as 
pamphlets on proper color combinations for clothes, etc. 
9. Are all these. programs conducted during worki g hours? 
(Yes) No a. If no, please explai 
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CHllili1 SCHOOL CONT. 
!BL~INTNG FACTLITIES: 
a. Size of room and placement of equipmen·t 
Comparable to that of Figure (2A) 
b. Type of room e.g. class room 
Class room 
c. Appearance or general atmosphere 
Very conducive to training 
EQUIP~1EN'T' :· List e.g. Tape recorders, Film projectors, 
Note Table (~-) Rank Order No. (3) 
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etc. 
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. DATA OUESTIOl\"fl\1AIRE FOR TRP._INING NATERL'\LS P:.ND HETHODS 
. USED IN CUSTOf.illR n.ELATlONS TRf. ... IN.LNG (INTENS.!.FIED) 
. (Separate Sheet Each Course) 
1. N&~e of Program: 
Teller Training 
2. Length of Program: Wks.3 Mos. 2 Other 
of class on the job 
3. Approximate Budget: 
*Costs charged to Personnel Department 
*Get course outline if possible --
4. Instructors: 
Senior ·Tellers and officers of the bank are used. 
a. Background: 
* 
b. Experience: 
-'~ 
" 
c. Length of service with bank: 
J~ ,, 
d. Title if any: 
Senior Teller, Assistant Treasurer, and Manager of the 
Depositors Service Department . 
5. Pupils: 
Are there any special qualifications to enter this course? 
(Yes) No If so specify: 
The trainee must have worked for the bank at least one 
215 
year, and express the desire to become a teller (voluntary). 
*Data not available 
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TELLER TRAINING CONT. 
a. How are pupils s~lected: 
The volunteers are secured by the Personnel Depar·bment 
and recommended by their depar-tment managers .· The 
Chief Teller and Training Director then select the 
applicants. 
6. Specific purpose for this course (>:vhat do you expect to 
do?) 
To ·train polite and efficient ·tellers. who ·will be an 
216 
asset to the bank in as short a period of time as possible: 
7. Format of the program: e.g. lecture course, or group 
discussion. 
Lec·tures combined >;·Jith role playing situations. Practical 
use of teller training machines, e.g. tLue stamp ·and then 
on the job t:taining v7ith an experienced teller at a window. 
Nomore than six tellers are trained in one course. 
8. Training materials used: 
a. Texts 
The test is a Teller's 1-:Tanual. Also some supplementary 
materials in paperback form, e.g. , 11Tips for Teller~ n. 
b. Films 
One film is shovm that depicts good and bad handling of 
customers by tellers . 
c. Slides 
No 
d. Special effects e.g. machines or props 
A motion picture projector plus tl.-ai;,ii:lg aids such as: 
.false money, time stamp, change machines, cash draw, 
and all ty~es of deposit slips and checks. 
e. Himeog-.caphed material 
Course outline 
9. Ar,e all these· programs conducted during working hours? 
(Yes) No a~ If no, please explain: 
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TELLER TPu~INING CONT. 
T~~INING FACILITIES: 
a. Size of rocrn and placement of equipment 
Special training room for tellers - it contains a teller's 
cage plus all the equipment a teller ·would use. It also 
has a. ·tape recorder fo-r practice sessions, a blacl(board, 
and a table. 
·b. Type of roam e.g. class room 
I don't think it could be be·t.ter. 
c. Appearance or general atmosphere 
EOUIP1"lENT: List e.g. Tape recorders, Film projectors, etc. 
Note Table (Lr) Rank Order No. (3) 
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DA'T'A QUESTIONNAIRE FOP\, TRATNING Hli.TERIALS L6J:iD l:IETHODS 
USED IN CUSTOi:vf8R RELATlOHS TRP .. llhNG (Il\fTE'NS:L~ lEDt 
(Separate Sheet Each Course) 
1. Name of Progra~: 
Pri~ciples of Bank Operations 
218 
2. Leng·th of Program: vJks. Mos. Other 17-2 hour sessions, 
2' sessions per ·week 
(total 34 hours) 
3 .. Approximate Budget: 
*Personnel Department pays material costs. 
;k·Get course outline if possible --
L:.. Ins tructiros : · 
Twelve department managers and three junior executives. 
a. Backg"E"ound: 
All bank officers, specialists in their departments of 
Bank Operations. 
b. Experience: 
* 
c. Length of serV.lce.with bank: 
d. Title if any: 
All officers of the bank. 
5. Pupils 
Are there any special qualifications to enter this course? 
(Yes) No Is so specify: Trainees must be in some 
sort of capacity as an assistant in one of 
the Bank's Operational Departments. 
*Data not available 
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PRINCIPLES OF BP..NK OPERATIONS CONT .. 
a. How are pupils selected: 
By the department managers they work under. 
6. Specif:C purpose of this course ('ivhat do you expect to d9?) 
Tra·in employees to assume the responsibilities of any of 
the Operational Deparwuents e.g. Safe Depositors. 
7. Format of the program: e.g. lecture course, or·group 
discussion. 
Lecture course with question and answer period following 
each session. 
8. Training materials used: 
'a. Texts 
One basic text of banking operations 
b. Films 
No 
c. Slides 
No 
d. Special effects e.g. machines or props 
Blackboard and flannel board 
e. M~ueographed material 
Course outline and reading assignments 
9. Are all these programs conducted during working hours? 
(Yes) No a. If no, please explain: 
TIL~INING FACILITIES; 
.\ 
·t~ 
a. Size of room and placement of equipment 
Comparable to layout Figure (2A) 
b. Type of room e.g. class room 
Class room training · 
219 
I. 
-
I 
"'"' 
I 
.... 
I 
l 
I 
I 
I 
I 
-~ 
I 
..., 
I 
J 
I 
I 
l 
..-
I 
"' 
I 
I 
I 
'I 
PRINCIPLES OF B~1( OPERATIONS CO~~. 
c. Appearance or general atmpsphere 
Very conducive to training 
EQUIPIYIE:N~:List e.g. Tape recorders, Film projectors, etc. 
Note Table (4-) Rank Order No. (1). 
. ' 
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DATA QUESTIONNAIRE FOR TR.4.INING HATERI.A..LS Ai'ifD IviETHODS 
USED IN CUSTOMER RELATIONS TR-~lNlNG (INTENSlFlED) 
(Separate Sheet Each Course) 
1·. Name of Program: 
Life Insurance Seminar 
221 
2. Length of Program: \!Jks: Hos . Other ~-lo 2 hr. meetings 
each week for 3 weeks 
(total 12 hours). 
3. Approxima~e· budget: 
*Charged to Life Insurance Department 
*Get course outline if possible --
4. Instructors: 
a. Background: 
College Graduate in Business AdministLation 
b. Experience: 
Eight years with Life Insurance Department 
c. Length o:E service with bank: 
TILirty seven years 
d. Title if any: 
Treasurer 
5. Pupils: 
Are there any special qualifications to enter this course? 
(Yes) No Is so spe-cify: Trainees must be in a sales posi-
tion for the Life Insurance Department of the bank. 
*Data not available 
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LIFE INSUB~~CE SERVICES CO~~. 
a. How are pupils selected: 
6. Specific purpose for this course (what do you expect 
·it to do?) 
To instruct trainees in all phases of Savings Bank Life 
Insurance so that they may better service the bank's 
customers. 
T. ·Format of the progr&-n.: e.g. lecture course, or group 
discussion. 
Brief lecture. on pre-determined area of insurance followed 
by trainees. discussion of important factors .. 
8. Training materials used: 
a. Texts 
Savings Bank Life Insurance Manual 
b. Films 
~vo films: one on techniques of handling customers; the 
other on specific advantages of Savings bank insurance. 
c. Slides 
No 
d. Special effects e.g. machines or props 
Motion picture projector. 
e. Mimeographed material 
Handouts of course outline and topics to be discussed. 
A reading list is included but it is optional. Assign~ 
ments from manual. 
. 9. Fie all these programs conducted during working hours? 
(Yes) No 
.a. If no, please explain: 
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LIFE INSURANCE SERVICES CON~. 
TRAINING FACILITIES: 
a. Size of roa.m and placement of equipment 
Medium sized, well ventilated and l~ghted, holds one 
large conference table with fifteen chairs around i·t. 
b. Type of room e.g. class room 
Conference Room 
c. Appearance or general atmosphere 
Suits purpose but not too good for projecting films. 
EQUIPMENT: List e.g. Tape recorders, Film projectors, etc. 
Note Table (4) Rank Order No. (5) 
' 
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DATA QUESTIONNAIRE FOR TRAINING K4.TERIALS l\...ND }:!ETHODS 
USED IN CUSTOr:IER RELATiO~S TRAiNING (lNTENSlFIED) 
(Separate Sheet Each Course) 
1. Name of Program: . 
Improved Customer Relations (for ~mployess in Customer 
Contact positions) 
2. Length of Progr&~: .Wks. 
3. Approximate Budget: 
}1os . Other 2 hrs . per day, 1 
day per week for six 
weeks (total of 12 hrs) 
*Advertising and Public Relations Departments pay costs. 
*Get course outline if possible --
4~ Instructors: 
a. Background: 
College professor (9 years) 
Edgrees BS, MBA 
b~ Experience: 
Managerial consultant (five years) 
Banking consultant for Customer Relations (3 years) 
c. Length of service with bank: 
(ou~cside consultant) 
d. Title if any: 
Banking Consultant for Customer Relations 
5. Pupils: 
Are there any special qualifications to enter this course? 
. 224' 
(Yes) No Is so specify: Employees in direct Customer 
Contact positions, e.g. Tellers 
I. 
= 
I 
I 
I 
I 
I. 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
lliPROVED CUSTOMER RELATIONS· CONT . 
a. How are pupils selected: 
By the Assistant Treasurer in charge of Employee Train-
ing. 
6. Specific purpose for this cour_se (i:vhat do you expect it· 
t~ 'do?) 
To improve the Customer Relatfons of the Bank. 
7. Format of the program: e.g. lecture course, or group 
discussion. 
This is predominantly a lecture course with some time 
devoted to discussion led by the instructor. 
8. Training materials used: 
.a. Texts 
No 
b. Films 
Two short films depicting customer relation situations 
with tellers. The trainEes discuss the films as to 
how the tellers could have acted differently. 
c .. Slides 
One film strip showing-bank interiors, employees 
discuss effect upon customer, e.g. bank seems old and 
well established. 
d. Special effects e.g. machine or props 
, .. 
Blackboard, film projector, slide projector, and charts .. 
e. Mimeographed material 
Handouts _of course outline and diagrams of things such 
as the banking cycle to explain the i~mportance of ~ustomers 
and what part they play in the financial situation of 
our. country. 
9 . .Are all these programs conducted during ·working hours? 
(Yes) No a. If ~o, please explain: 
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IMPROVED CUSTO:HER RET AT IONS CONT . 
TR-~INING FACILITIES: 
a. Size of roam and placement of equipment 
Not on a par with layout Figure (2A) 
b. Type of room e.g. class room 
Fonnally used as large office roam, several obstruc·tions. 
c. Appearance or general atmosphere: 
Not very conducive to training, poor lighting and venti-
lation. 
EQUIP11ENT : LisJc e.g. Tape recorders, Film projectors etc. 
Note Table (L}) Rank Order No. (11) 
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DATA QUESTIONNAIRE "ROR 'T'RAINTNG :iYIATERIALS Al\TD HETHODS 
USED IN CUSTO~·illR RELl~TIONS TK~INING (INTENSIFIED) 
(Separate Sheet Each Course) 
1. Name of Program: 
Depositors Service Training 
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2. Length of Program: 1:\11-cs • Hos. Other 2 hrs per class;, 
. 1 day per \•7eek for 8 
·weeks, (total 16 hrs.) 
3. Approximate Budget: 
*Depositors service share costs with Personnel Department 
·*Get course outline if possible 
L1-. Instructors: 
a. Background: 
Officers: of the Depositors Servi.ce Divisi.on 
b. Experience: 
al::; 
c. Length of servic.e with bank: 
1f(. 
· d. Title if any: 
2 Vice Presidents 
2 Assistant Treasurers 
5. Pupils: 
Are there any special qualifications ·to enter this course? 
(Yes) No If so specify: Al'l trainees·are·members 
of the Depositors Service Division. 
:A-Data not available 
I 
I 
I_ 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
. DEPOSITORS SERVICE TRAINING CONT. 
-a. How are pupils selected: 
Entire division gets course except secretaries. 
6. Specific purpose for this course (ii7hat do you expect 
it to do?) 
To improve tect~~iques of solving customer probl~ms and 
handling difficult customers also to determine sources 
for policy_matters. 
7. Format of the program: e.g. lecture course, or group 
discussion. 
G::toup discussion 
8. Training materials used: 
a. ·Texts 
No 
b. Films 
No 
c. Slides 
228 
One series used shov;ring customer intervie\ving conditions. 
-Trainees discuss the pros and cons of the situation shmvn. 
d .. Special effects e.g. machines or props 
Blackboard via slide projector. 
e. Mimeographed material 
Case studies from the bank 1 s files and role playing 
situations to be enacted by the trainees. 
9. Are all these programs conducted during working hours? 
(Yes) No a. If no, please explain 
TRAINING FACILITIES: 
a. Size of room and placement of equipment 
Comparable ·to layout Figure (2A) 
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DEPOSITORS SERVICE TRP.INING CONT. 
b. Type of room e:g. class room 
Training room 
c. Appe~rance or general atmosphere 
Very conducive to training 
EOUIPNENT: List e.g. Tape recorders, Film projectors, etc. 
Note Table (LJ.) Rank Order No. (3) 
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DATA QUESTIO:NNAIRE FOH. TRlHNING 1-'!ATERIALS A.i\ID NETEODS 
USED IN CUSTOl~R REL~TlONS TP~~lNING (lNLENSIFIED) 
(Separate Sheet Each Course) 
1. Name of Program: 
Branch Training Program (for branch managers ·and.their 
assistants) 
2. ·Length of Program:. \·Tics . 5 Mos . Other 
3. ApproxL"Tlate Budget: 
Costs absorbed by bank, Personnel pays special fee or 
material costs. 
*Get course outline if possible 
4·. Ins tr.uctors i 
Rotation type program through twelve departments. Each 
department manager acts as an instructor. 
a. Background: 
* 
b. Experience: 
c. Length of service wil:h bank: 
* 
d. Title if any: 
All department managers are officers of the bank. 
5. Pupils: 
Pre there any special qualifications to enter this course? 
(Yes) No Is so Sp3 cify: For branch managers, their 
assistants, and business development person_~el. 
·kDa·ta not available 
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·BRJu~CH TRL~INING PROGPJU1 CONT. 
a. How are pupils selected: 
Objectively via ~mployment records and recommendation 
by the bank Personnel Section vlith the Vice President 
for branch banking. 
6. Specific purpose for this course (what do you expect it 
to do?) 
- 1.· To train personnel to be branch managers and assistant 
managers. 
2. To train business development personnel in banking 
services that can.be offered (new business). 
7. Format of the program: e.g. lecture course, or group 
·discussion. 
1. On the job informal lectures (no more than ~wo trainees 
in one department at a time). 
2. Periodic group discussions of all trainees with depart-
ment managers .. 
8. Tra~ning materials used: 
a. Texts 
Suggested by department managers available; in the 
baqk library. 
b .. Films 
No 
c. Slides 
No 
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d. Snecial effects e.g. machines or props 
B~sic uses of machines in various departments is explain-
ed. 
e. Mimeographed material _ 
Outline of rotation program and schedules. of trainee 
plus basic operational outline for each of the t»7elve 
departments . 
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BRP~CH T~~INING PROGRr~M CONT. 
9. Are all these programs conducted during working hours? 
(Yes) No a. If no, please explain: 
T~~INING FACILITIES: 
a. Size of room and placement of equipment. 
Dependent upon each department - Trainees meet to-
gether in conference room unlike example Figure (2A) 
b. Type of room e.g. class room 
Conference Room 
c. Appearance or general atmosphere. 
Suits purp'?se well 
EQUIPME1IT: List e.g. Tape recorders, Film projectors, etc. 
- Note Table (4) Rank Order "No. · (2) 
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DA'T'A QUESTIONl.'i"AIRE FOR 'T'RA.TNING :tvJATERI.A.LS AND r-ffi'T'HODS 
USED IN CUSTOHER RELATIONS TR..4. TNTNG (l:NTENSIFIED) 
_(Separate Sheet Each Course) 
1. Name of·Program: 
Supervisory Training (Personnel) 
2. Length of Pr_ogram: Hks. Mos. 
3. ApproxL~ate Budget: 
'";\:-Personnel Department pays material costs 
*Get course outline if possible 
!.~. ~ Instructors : 
a. Background: 
All officers of the bank 
b. Experience: 
* 
c. Length of service with bank: 
* 
d. Title if any: 
2 Vice Presidents 
3 Assistant Treasurers 
5. Pupils: 
Other 1-2 hr. class 
each week for 5 con-
secuti-ve weeks 
(total 10 hours) 
Are there any special qualifications to enter this course? 
(Yes) No If so specify: Trainee must be in an assist-
ant supervis9ry position and needed to take 
charge of at least some of the time in their 
department. 
*Data not available 
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SUPERVISORY TRAINI~G CONT. 
a. rtow are pupils selected: 
By department managers and personnel department 
6.· Specific purpose for this course (what do you expect it 
to do?) 
Prepare assistants to take over when needed. This program 
is aimed at supervision of employees; it does not deal 
with the work itself. 
7. Format of the program: e.g. lecture course, or group 
discussion. 
Lecture course with question and answer period at the end 
of each class. 
8. Training materials used: 
a. Texts 
No 
b. Films 
234 
One film on solving supervisory personnel problems followed 
by class discussion. 
c. Slides 
No 
d. Special effects e.g. machines or props 
Motion picture .projector and view graph projector used. 
e.-Mimeographed material 
Course outline and lecture topics, suggested source 
ma·terial to be found in bank ;Library. 
9. Are all these programs conducted during working hours? 
(Yes) No a. If no, please explain: 
.. ~ 
I 
I 
I. 
I 
I 
I 
SUPERVISORY TRAINING CON~. 
TRAINING FACILITIES: 
a. Size of room and placement of equipment 
Comparable to layout Figure (2A) 
b. Type of room e.g. class room 
Class room 
c. Appearance or general atmosphere 
Very conducive to training 
I EQUIPMENT: List e.g. Tape r·ecorders, FiL-n projectors, etc. 
I 
I 
I 
I 
I 
I 
I 
I 
I 
Note Table (4) Rank Order No. (3) 
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